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Johnson's ‘Pride’ 


has new pack 


W. L. Sibbald, neral sales 
manager of S. C. Johnson & Son 
Ltd., makers of wax products, 
told his salesmen at their autumn 
conference held at the Palace 
Hotel, Buxton, that this year had 
been the most successful ever in 
the history of Johnson's in 
Britain. 

Feature of the conference was 
the announcement by Mr. Sibbald 
of a new pack for Pride, contain- 

a sample bottle of Pride, 
valued at Is. 3d., and a Is, tin of 
paste wax. Price to the public is 


Before the main conference 
there had been a private meeting 
of district managers. 


Magazine to sell 
books 


A full-size gloss magnuine 
with illustrated articles and fea- 
tures indicating the wide range 
of books in the Teach Yourself 
series will be a feature of this 
car's annual sales drive by 
English Universities Press for 
their Teach Yourself books. 

Seventy thousand copies of the 
2A-page magazine are being 
printed. Fifty thousand will be 
feign by booksellers and 
the remainder mailed direct to 
groups and individuals. 

The publishers are offering to 
pay 50 per cent towards dealer's 
own advertisements in local 
newspapers, and the campaign 
ao on Saturday, September 


South African Morning News 
papers Lid. have moved to new 
ices at 92 Cavendish Street, Port- 
land Place, London, W.1. 
They had been in Holborn for 


To The Editor . . -in Business 


Pioneers of 
bill-posting 


Sm,—I am planning a joint 
history of James Willing (1818- 
1906) the father of bill-posting, 
and his son, James Willing, jnr. 
(who died in 1915). 

It was James Willing who gave 
the Clock Tower to Brighton. 
At one time he was the sole 
advertising agent for the Central 
London ; the Charing Cross and 
Hampstead ; the City and South 
London, and several other rail- 
ways. He also took over the 
book-stalls on the Metropolitan 
line and was contracting on a 
very large scale for advertise 
ments inside as well as outside 
the omnibuses on thirty-seven 
London routes, inside railway 
carriages and in the pene 
railway stations of gland, 
Scotland, Ireland and Wales. 

His son was sole advertising 
agent for the Referee and the 
Sunday Times and numbered 
among his clients C. B. Cochran ; 
the Melville Brothers; Sir 
Thomas Beecham ; the Carl Rosa 
Opera Company; the Epsom 
Grandstand Association ; and the 
Port of London Authority. 

I should be most grateful if 
any of your readers could lend 
me any interesting documents or 
biographical data for the joint 
biography which is being written 

Charles Graves. 

KENNETH EDWARDS 


Chairman, 
Willing & Co., Ltd. 


| Need for census 


infermation 


~The Fruit Trade's Journal 
and The lronmonger's comments 
on the Census of Distribution (io 
which Scrutineer referred 
week) both serve to show that 
we need, (i) trend figures, and 
(ii) as much reliable detail by 
broad product groups as is prac- 
ticable. 
The first points to the need for 
regular censuses; the second to 


THIS WEEK 


ee ee © 


NEXT WEEK 
Screen Advertising Supplement 


the need for trul 


representative 


becomes very complex and 
mixed, to urge the taking of 
regular censuses and to co- 
operate in the making of the 
necessary returns. 

. L. Mason. 
The J. Walter Thompson 
Co., Ltd. 


Should auld 


acquaintance... 


Sir,—l am anxious to make 
contact with some of the earliest 
supporters of the Publicity Club 
of London whose names are 
listed below :— 

Oscar Stanton, Clement H. 
Bone, W. Creagh Wyse, W. Gran- 
tham Robinson, William G. 
Crook, Oliver Blackler, G. Good- 
year, H. A. Napier Andrews, and 
W. S. Talbot. 

I wonder if I can enlist your 
support in publishing this letter 
in order that they or anyone 
knowing their present where- 
abouts, may get into touch with 
me ? 

Chairman, SYLVIA WEINBERG, 
Publicity Club of London. 


The right touch 

SmI was exceedingly in- 
terested in your story last week 
describing how advertisers are 
supporting the Braille edition of 
Family Doctor. Surely this is 
something the Advertising Asso- 
ciation could use to a in 
its campaign to “advertise adver- 
tising.” 


Plymouth. Peter Jouns. 


-MORE 
THAN 


MONTHLY 
(A.B.C.) 


BUSINESS PUBLICATIONSLTD 
180 FLEET ST., LONDON, E.C.4. 


First anniversary of 
‘Club Secretary’ 


To celebrate the first anniver- 
sary of the launching of the Club 
Secretary, a luncheon was given 
by the publishers, Trade Journals 
Ltd., at the Trocadero, Piccadilly. 

The guests included advertisers, 
agents and representatives of 
clubs throughout the country. 

In one year the journal has 
achieved a circulation of 12,000. 
The 80-page September issue in- 
cludes 53 pages of advertisements. 
The advertisement manager is W. 
Burns. 


British TV success 


A British made series of tele- 
vision films won first place as the 
best non-network dramatic film 
series in the annual TV awards 
given by The Billboard in 
America. It was Foote, Cone & 
Belding’s Rheingold Theatre 
series, the Douglas Fairbanks 
half-hour dramatic shows. 


Twenty-Five 


September, 1929 


The Trade Union Con 
accepted proposals by Odhams 
Press concerning the future of the 
Daily Herald. hams were to hold 
51 per cent of the shares and the 
general council of the TUC 49 per 


cent. 
* * * 


V. Siviter Smith & Co., , ae. a 
London and Birmingham, took 
the press accounts of David Allen 
Advertising Agency Ltd. Directors 
of the London branch of Siviter 
Smith were A. Everett Jones and 
Robert H. Sharp. 
+ + * 
The 2,500th issue of Tit-Bits was 
produced. 
« » + 
Tully-Crabbe Lid., the Newcastle 
agency, opened an office in Fleet 


Years Ago 


agency. pom Bp | took up too 
much time and the $ were usually 
unnecessary. 

+ * 

The National petites of Meat 
Traders’ Associations decided to 
launch an “Eat More Meat” cam- 
_ + . 


Weldon's Ladies’ Journal offered 
free clothes for a year to the winner 
of a ar judging contest. 

* 


A nial jmmadians campaign 
for ootine was ieunehed. , 


The aes enemaia broadcasting 
was heard in Britain—from Radio 
Paris on Sunday evenings. The 
Revelati Suitcase Co. sponsored 
the rst English-speaking pro- 
gramme pest that station. 


rs, but the recent sale of *%@mpling on the framework pro- * * * ‘oO genera 
nape Buildings, formerly vided by the census. Sir Charles Higham, head of management. — 
owned by y distillers, It is slowly being realised, for- cp. Higham Ltd., announced that * * * 
necessitated new tunately, that it is in the traders’ no more interviews to ce repre- C. D. Notley gave a talk on the 
offices. own interest to-day, as trade sentatives would be granted by his BBC on “Advertising as a career.” 
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ON STAND No.2 AT THE 
NATIONAL DISPLAY EXHIBITION 


at the Royal Horticultural Society's New Hall, Greycoat St., Westminster, September 20th — 24th. 
If you would like to make an appointment —our Stand Phone Nos. are TATe Gallery 0358 & 0372 


For more than a quarter of a century we have been known as The House of 
Ideas. And still, in 1954, we have several things to show you that are NEW... 
NEW... NEW! 

A new animation — compact, battery-operated and unbelievably cheap. A 
new kind of transparency, equally cheap. New developments in 3-dimensional 
and sculptured showcards. New designs in practical ‘‘Self-Service” floor stands. 
And behind all these is unequalled experience in Display technique. In fact— 
everything from the research to the shop window! 


LEON GOODMAN DISPLAYS LTD 


119-125 WHITFIELD STREET - LONDON Wit + EUSTON 5351 
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“My Daily Mail’ 


CANNOT say honestly that I have read the Daily 

Mail ‘all my life’ because there was a time, initially, 
when I could not read. Even then I was reared on ‘ Teddy 
Tail’—read out to me regularly at breakfast frora the 
Daily Mail by the ‘ daily woman’. 

Since then my interest in the paper has somewhat 
widened, I must admit to a particularly soft spot for 
it because of the magnificent way in which it assisted 
Aviation’s early struggles with the Daily Mail £1,000 
prize for the first aeroplane flight across the Channel 
“and the £10,000 prizes for the flights from London to 
Manchester and non-stop across the North Atlantic. 

The days of £10,000 prizes may now be over—except 


meee 


Gordon Masefield was born 
in Staffordshire and educated 
at Westminster School and Chillon 
College, Switzerland. Between 
graduating in Engineering at Cam- 
bridge in 1935 and being appointed 
Chief Executive of British European 
Airways in 1949, he has been: a 
Technical Editor, a War Corre- 
spondent, first British Civil Air 
Attaché inWashington and Director- 
General of Long Term Planning and 
Projects at the Ministry of Civil 
Aviation. Recreations? You can 
tell the man by his clubs—Royal 
Aero and Royal Automobile. 
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by PETER MASEFIELD 


for Football Pools, in which, I note, the Daily Mail keeps 
one well informed on form. More in my line, I find that 
the Daily Mail still keeps its readers well abreast of the 
latest aeronautical developments from the able pen of my 
friend Courtenay Edwards, a worthy successor of such 
famous Daily Mail air correspondents as Harry Harper, 
Amy Johnson and Sir Alan Cobham. 

Indeed, it seems to me that the Daily Mail suits the 
specialist and the general reader alike. It is a particularly 
well balanced paper. Its comments are sound, it has a 
keen nose for news. It’s human. It’s accurate. It’s bright 
without pandering to sensation. And it often makes me 
nostalgic for my journalistic days.” 
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Verve and Pacel 
Plus a flair for 
selling to women! 
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Verve and Pace! 
Plas a flair for 
selling to women! 


First world 
advertising 


film festival 


A centre of interest for world 
advertising this month will be 
the Venice Advertising Film Fes- 


tival from tember 25-28 for 
which over 200 films have been 
entered. 


Advertising films from North 
and South America, Britain, 
Australia and many European 
countries will be judged by an 
international jury for various 
awards and the Grand Prix 
@ISAS (the advertising film 
“Oscar”) to be awarded for the 
best film in the Festival, organ- 
ised by International Screen 
Advertising Services, whose 
members include leading world 
screen advertising companies. 

Advertising agents, advertisers, 
film advertising executives, and 
representatives of the advertising 
press from many countries will 
soon be en route for Venice to 
attend the Festival. 

A strong British contingent will 
be in Venice for this, the first 
world advertising film festival, 
including Norman Moore, presi- 
dent of the Advertising Associa- 
tion, and W. A. Cathles, Editor of 
ADVERTISER'S WEEKLY, who is a 
member of the jury. 

The president of ISAS, Ernest 
Pearl, chairman of Pearl & Dean 
Ltd., and the ISAS secretary, 
B. Kiewe, director of Pearl & 
Dean (Overseas) Ltd., are leaving 
for Venice by air next week. 


‘Sunday Express’ ad 


manager retiring 


A. J. (Jack) Hayes, advertise- 
ment manager of the Sunday 
Express, retires at the end of 
September. 

He has been advertisement 
manager of the paper for over 20 
years. 

He has been with the Beaver- 
brook Newspapers for 53 years. 
He joined the Daily Express 
when the newspaper was owned 
by Sir Arthur Pearson. 


TV co-operative: Talks 
open in private 


pases: discussions were held, in private, at the 
Waldorf Hotel, London, on Tuesday, on the plan for an 


advertising agencies’ co-operative organisation to provide Daytime machining was inter- 


for commercial television. 


The scheme—exclusively re- 
vealed in last week's issue of 
ADVERTISER'S WEEKLY — was 
described in detail by Richard 
Newcombe, TV _ director of 
E. Walter George Ltd. 

Attendance at the meeting was 
limited, by agreement, to a dozen 
agencies. 

It was decided to meet again 
on October 5—just before the 
IIPA conference. 


Director-General 
of the ITA 


First director-general of the 
Independent Television Authority, 
Sir Robert Fraser is a $0-year-old 
Australian 
who has held 
a similar po- 
sition at the 
CentralOffice 


selected from 
hundreds of 
applicants. 
During the 
war Sir 
Robert was 
director of 
the publica- 
tions division, Ministry of In- 
formation. 


BIG NAME SERIES 
BY BARON 


Baron, the famous photo- 
aay y has taken specially 
or “Advertiser's Weekly” a 
series of studies of well-known 
advertising and publishing per- 
sonalities. 


Why the ‘Weekly’ 
was late 


A dispute at St. Clements Press, 
involving a number of Natsopa 
members, delayed publication 
of Apvertiser’s Weexty for 
24 hours this week. 


rupted on Monday, Tuesday 
and Wednesday. Normal pro- 
duction was resumed on Wed- 
nesday afternoon at 3 p.m. | 
Apverriser’s WEEKLY will 
pear at the usual time next 
ursday. 


KEMSLEY NAME LONDON MANAGER: 
SHEFFIELD JOB FOR G. Ll. JONES 


Following the death of V, Ewart Berry, 


managing director of the London office of 
iooneey Saonupagers, Ltd., it has been decided 
to discontinue the appointment. 
W. H. Pearey has been —— to the new 
t of manager, Kemsley House, London, and 
as this week relinquished his present responsi- 
bilities as general manager and a director of 
the Sheffield Telegraph & Star, Lid. He was 
previously on accountancy duties in London. 
G. LI. Jones has been appointed general 
manager and a director of the Sheffield Tele- 
graph & Star, Ltd. 
Mr. Jones, a former labour adviser to the 
Newspaper Society, has been connected with a 


firm of management consultants since 1952. 


G. LU. Jones. 
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NET SALES TO WOMEN 
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One of the advertisements being 
used in the Pressed Steel prestige 
campaign. 


NEW PRESTIGE 


‘CAMPAIGN 


“From Oxford to the High- 
ways of the World” is the theme 
of a prestige campaign being 
launched this week by the 
Pressed Steel Company Ltd. 

Situated at Cowley, Oxford, 
they are the largest independent 
manufacturers of car bodies in 
the country. The aim of the 
campaign, which is using national 
media and the trade press, is to 
acquaint the public with their 
extensive activities. 

The advertisements will depict 
places of importance in the world 
where British cars are sold and 
used. Auld & Tilbury Ltd. are 
the agents. 


NO CHANGE IN 
PULP PRICES 


Prices of Scandinavian wood 
pulp on the British market are 
unchanged in the fourth quarter. 

Quotations (per ton) for the 
chief categories continue within 
the following ranges: Bleached 
sulphite, £57-£58 10s.; bleached 
kraft, £57 10s.-£58 10s.; 
py £50-£51; strong - 

ite £47-£48 ; unbleached kraft, 

3 10s.-£44, 


Will always study 


new media 


‘The Central Office of Informa- 
tion was always willing to look 
at new publicity media, 
Mould, chief regional officer of 
the COI, Manchester, empha- 
sised at Blackburn last week, 
when he told members of the 
local Chamber of Trade that the 
COI had “a pretty fair idea of 
what could be done with TV and 
three-dimensional films.” 

The COI still found local 
authorities, trade organisations, 
employers, trade unions, indi- 
vidual firms and traders ready to 
help to an astonishing degree. 
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‘Advertising provides close link 


between Britain and America’ 


L. M. MASIUS CELEBRATES 25 
YEARS IN LONDON 


(5 RARE 26 2 tenchocn ie bis honour on Monday beard 
L. M. Masius, deyen of American advertising men in 
London, claim that advertising provides a closer link between 
Britain and America than any other non-political activity. 


Pointing out that it embraces 
advertising agencies, publishers, 
suppliers, manufacturers, and re- 
search, poster, and radio people, 
he said: “I would like always to 
believe that this business of ours 
in each country has bred more 
understanding of the other nation 
than any force of which I am 
aware.” 


In a speech of deep sincerity, 
salted with wit, Mr. Masius, re- 
ferring to his difficult early days 
in London, said: 


“To those who are rather 
cynical about this business of 
advertising, with its intense com- 
petition and _ intensiveness, I 
should emphasise that right from 
the very beginning it was my 
competitors who offered the first 
welcome and the greatest kind- 
ness, 


“I refer to Bill Crawford, 
Jimmy Strong, Reg Sykes, Charles 
Higham, John Greenly and many 
others, alas, who have gone on. 
Yet amongst them I cannot ignore 
Gordon Boggon, Charles Vernon, 
Al Pemberton and Irwin Buxton 
who are with us to-day. And 
there was also Paul Derrick, then 
the doyen of the American adver- 
tising fraternity here in London.” 


Mr. Masius was speaking at a 
luncheon at the Savoy given by 
the directors of Masius & Fer- 
gusson, Ltd., of which he is chair- 
man and managing director, to 
celebrate his completion of 25 
years in British advertising. The 
250 guests included heads of the 
agency’s clients, who together 
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spend more than £2,500,000 a 
year on advertising. 

Among the “great names in 
Fleet Street” to whom Mr. Masius 
confessed that he owed much 
were “Jack Ackerman, Philip 
Emanuel, Russell Chapman, 
Charles Gardner, George Scott, 
Bill Teasdale, Ernest Benn, 
Stephen Millikin, Anstice Brown, 
Bucky Taylor, Bert Beasley, 
Tommy Tomlin” and also “such 
characters as George Simon, 
Andrew Milne, Bill Needham and 
Cecil King—all of whom I still 
quarrel with to-day.” 

And he paid a particular tribute 
to Robert Foster, until recently 


Gift to NABS 


: At their meeting last week : 
: the council of the National : 
: Advertising Benevolent: 
: Society expressed great appre- : 
: clation of the fact that a: 
: cheque for 250 guineas had : 
: been sent to the Society by : 
: the board of Masius and : 
: Fergusson Lid, to mark the : 
: 25 years in British advertising : 
: Of their chairman, L. M. : 
: Masius. $ 


chairman of Colgate-Palmolive, 
Ltd., and now president of the 
Newspaper and Advertisers’ Golf- 
ing Society. 

In thanking his own colleagues, 
Mr. Masius said that “in 1929 
they were a fairly small organisa- 
tion. To-day its size is reason- 
ably large, and it is a matter of 


Sms). Evening Standard Es ‘ 


‘MIKE FOR 
PRESIDENT’ — 
RUMOUR ~ 
IS DENIED — 


L. M. Masius at his desk at the 
headquarters of Masius & Fergusson 


Lid., in Berkeley Square. 


pride to me that there are pre- 
sent almost 20 people with an 
average of 20 years in the 
agency.” 

Mr. Masius was introduced by 
J. G. Wynne-Williams, managing 
director of Masius & Fergusson, 
and his health was drunk, with 
musical honours, on the proposi- 
tion of G. P. Simon, general 
manager, Daily Telegraph. When 
the guests arrived at the Savoy 
they were presented, to their no 
small surprise, with a copy of 
the Evening Standard. On 
examining it they found that the 
front page was headed “Holed 
out in 25 again” and all the news 
stories and other items on that 
page were “cod” stories relating 
to Mr. Masius. 

At a party at the May Fair 
Hotel a few days earlier, Mr 
Masius was presented by his col- 
leagues with a portrait of his 
wife painted by Roderigo Moyni- 
han, and a silver cigarette box 
inscribed: “To Mike Masius 
from his friends and colleagues 


Exhibition of BDMAA 


Awards entries 


All the entries for this year’s 
British Direct Mail Advertising 
Association Awards will be on 
show at an exhibition which 
opens next Monday. The show 
has been arranged by the 
BDMAA and Institute of Incor- 

rated Practitioners in Advertis- 
ing, and will be held at the 
L Belgrave Square 
premises. It closes on October 1. 

The exhibits consist of 183 
entries from 62 companies, and 
show advertising and selling ideas 
os to a wide range of 
i and services. 

The exhibition will be qpen 
from 10 a.m. to 5.30 each 
weekday (not 
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Ad recognition test boosts revenue, sales 


WEEKLY PAPERS 
BEAT HOLIDAY 


CANCELLATIONS 


An advertisement recognition 
contest run by the South Essex 
Recorder Ltd. not only stopped 
the normal drop in sales due 
to holiday cancellations but 
increased circulation and 
advertisement revenue. 

For six weeks the publishers 
ran the competition in the Jl ford 
Recorder and Romford Recorder. 
Each week entry forms were pub- 
lished together with six small 
fragments from advertisements 
carried in the newspapers. Com- 
petitors had to purchase all six 
issues to get the complete 36 frag- 
ments which had to be identified. 

A heavy poster campaign was 
run in the two districts together 
with direct mail letters to local 
advertisers and newsagents. 

No fewer than 11,027 entries 
were received—nearly 20 per cent 
of the total readership. 

The circulation was increased 


'T 


Ww 


Four of the % snippets from adver- 

tisements which readers of the 

“Ilford Recorder” and “Romford 
Recorder’ had to identify. 


by 12 per cent, the advertisement 
content by 40 per cent and more 
pages had to run to accom- 
modate the extra advertising. 

Prizes valued at £1,000 were 
offered including a Ford Anglia 
car for the winning entrant. They 
were presented by actress 
Margaret Rawlings. 

The competition was devised 
by the Recorder group in col- 
laboration with their agents, 
Roles and Parker Ltd. 


| 
r 


E. 


Left to right: F. C. 
Manchester office; Ald. J. 


Services; A. . Newton, 


To mark the opening of their 
Manchester office—at Palatine 
House, 76 Victoria Street, Man- 
chester 4—A. W. Newton, Ltd., 
of 20 Berkeley Street, London, 
W.1, outdoor advertising con- 
tractors, held a reception and 
luncheon at the Midland Hotel, 
Manchester, last Friday. 

Guests were entertained by 


A. W. Newton, governing direc- 


NEW OFFICES OPENED | 39 


governing director, 
R. K. Jullens, director of Newton's; and § 
Newton's London staff. 


New ieatere in 
classifieds 


in Glasgow 


“The -Household Directory, 
Glasgow's guide to sales and ser- 
vices for the home” was 
announced by the Glasgow Even- 
ing News (Kemsliey) last week. 
This feature will appear each 
Wednesday. 


b 


Last week it comprised three 

columns of classifieds under 

Sweetman, manager of Newton's newly opened headings such as: “Animals’ 
Bleakley, chairman of Manchester Poster Boarding Homes,” “Chimney 


A. W. Newton Lid.; 


Sweeping,” “Ladies’ and Child- 
. E. Innes, a member of 


ren’s Outfitters,” “Shirt Hospi- 
tal,” “Venetian Blinds,” “Watch 
and Clock Repairs.” 

In the same issue a new service 
was announced to parents adver- 
tising births. On anniversary 
these will be followed up by a 
free announcement wishing the 
child a happy first birthday. A 
week before the date parents will 
receive a letter asking them to 
submit their own wording for the 


tor. A toast to the firm was 
proposed by Ald. J. Bleakley, 
chairman of Manchester Poster 
Services, and second senior coun- 
cil member of the British Poster 
Advertising Association 

A. W. Newton Lid., in addition 
to their head office in London 
and their newly-opened Man- 
chester office, have offices in 


New journal for 
grocers 


The first issue of the new 
monthly journal Grocery News 
was published to coincide with 
the opening of the Food Fair and 
carried a full pre-view of the 
exhibits. It had 16 pages and 
carried 26 columns of advertise- 
ments. Format is mewspaper 
style. 

Amongst the messages of 
welcome was one from Major 
E. K. Edwards, president of the 
National Federation of Whole- 
sale Grocers, with the title “How 
the Trade Press helps Grocers.” 
A list of national advertising 
campaign dates is being pub- 
lished to enable retailers to tie 
up with window displays or their 
own local press advertising. 

The journal has adopted a 
system of coding of editorial 
items and advertisements, with an 
enquiry form for further infor- 
mation. 

Fifteen thousand copies are 
being distributed each month. 
The publishers are A. S. 
O'Connor & Co., Ltd. 


NEW MONTHLY RUNS TO 120 PAGES 


The first issue of Communica- 
tions and Electronics, the new 
monthly journal published by 
Heywood and Co., Ltd., one of 
the National Trade Press Group, 
runs to 120 pages including 
cover. Colour is used on the 
cover and the inside editorial and 
advertisement pages. It carries 
644 pages of advertisements. 

The aim of the journal is to 
provide a link between the 
designer and manufacturer of 
British communications and elec- 
tronic equipment on the one 


hard, and the user on the other. 

Editor of the journal is C. C. 
Gee, who was formerly press 
officer of Mullard Lid. The 
advertisement manager, Malcolm 
Roberts, was for several years 
export manager of the clectro- 
acoustic department of Philips 
Electrical Ltd. The assistant 
advertisement manager is W. 


Norman Wooller-Jennings, for-_ 
merly with Watchmaker, Jeweller 


and Silversmith, another Hey- 
wood publication. 


Glasgow and Birmingham. birthday wishes. 


Pictured during the Advertisin 
Sir Joseph Causton & Sons, Ltd., are (left to right): T. K 
adviser, Sir Joseph Causton & Sons, Lid.; A. J. Bower, director, Sir Joseph 
Causton & Sons, Lid.; P. Allard, J, Walter Thompson Co., Ltd.; Oliver 
Thynne, managing director, Sir Joseph Causton & Sons, Lid.; W. R. 
Phillips, Mather & Crowther Ltd.; 
Lid.; C. A. G. Hawkins, works manager, Sir Joseph Causton & Sons, Lid.; 


Agency Production Association's visit to 
. Robertson, sales 


. C. Chinnock, Young & Rubicam 


and G. C. Mitchell, Foote Cone & Belding Lid, 


WILL INTRODUCE NEW PACKAGING 
APPROACH IN TOOL INDUSTRY 


W. M. de Majo has been ap- general public, and, finally, these 

inted consultant designer to the should be augmented by a range 
Brades & Nash Tyzack Industries of counter display units or boxes 
group, makers of quality hand of tools that become self-sellers.” 
tools. Mr. de Majo's immediate task 
will be the preparation of an 
overall design programme, con- 
centrating on the presentation and 
packaging of over 1,000 different 
products. It is believed that this 
redesign programme is one of the 
most ambitious undertaken since 
the war. 


Peter Boulton, managing direc- 
tor of the B.N.T. group, states 
that a survey of the American 
tool industry has left a very deep 
impression that packing and pre- 
sentation of British tools is just 
completely out of date. 

“The days of the brown paper 
parcel are dead,” he said. “With 
rising costs of distribution it is 
essential for the manufacturers to 
assist the wholesaler in the first 
place with more easily handled 
cartons and multiple packs with 
contents clearly defined. 

“The rétailer should have 
modern packages that ease the 
work of his assistants selling 
tools from the shélf; that have 
eye and sales appeal to the 


‘Evening Press’ at 
exhibition 

Only one newspaper, the new 
Evening Press, has taken s 
at the current Ideal Homes Exhi- 
bition in the Dublin Mansion 
House. The space, a double 
stand in the main hall, is mainly 
devoted to “smalls promotion.” 
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EUROPEAN SOCIETY TOLD OF LATEST 
PROGRESS IN MANY LANDS 


THE MARKET RESEARCH SOCIETY IN GREAT BRITAIN 
IS NOW DRAWING UP A CODE OF STANDARDS COVERING 
THE PROFESSIONAL AND ETHICAL PRACTICES OF MARKET 
RESEARCHERS IN THIS COUNTRY. 


First announcements of this 
one were made by Dr. 
Durant, founder-president 
dae Society and a present 
FE member. As president of 
ESOMAR (European Society for 
Opinion Surveys and Market 
Research) he was addressing the 
European body's seventh annual 
conference at Ostend. 

A spokesman of the Market 
Research Society in this country 
has confirmed that discussions of 
the code have reached an 
advanced stage. 

The next coum meeting will 
discuss final problems, rm g after 
the code has been ratified by the 
members of the Society it will 
then be published—probably dur- 
ing November. 

Dr. Durant, who is director of 
the Gallup Poll, reviewed in his 
address to ESOMAR the position 
of market research throughout 
Europe, He outlined the work 
being done in Great Britain, Bel- 
gium, France, Western Germany 
and Sweden, and from the 
examples he gave said that it was 
clear that researchers, altho 
working mainly in the commercial 
field, were devoting part of their 
activities towards studies which 
will increase the social well-being 
of the community. 


‘Contribution of which we 
are 


“This is a contribution that we 
are all proud to make,” he said. 

The conference was also ad- 
dressed by other representatives 
of this country’s market research 
organisations, FR, de G. Hewitt 
spoke on tests for new and exist- 
ing brands, and Harold Munt, of 
Unilever Ltd., took the launching 
of new or redesigned products as 
his subject. 

William Gregory, also of the 
Gallup Poll, addressed the con- 
ference on “Interviewer Organisa- 
tion in Random Samples,” and 
during the final session members 
heard a talk by F. Edwards, of 
the British Market Research 
Bureau Ltd. on the test area 
measurement of consumption by 
retail audit methods. 

That no market research pro- 
ject can be better than the quality 
of its field-work was the theme of 
a speech by Harry Henry, director 
# Market Information Services 


The cruder forms of cheating 
are easy enough to spot and pre- 


vent, said Mr. Henry. But 
differences in the way in which 
different investigators handled the 
interview situation, and even 


differences in the personality of 
the investigators themselves, can 
cause considerable error in en- 
quiries concerned with facts as 
much as those concerned with 
opinions. 

“It is necessary to maintain the 
closest possible contact with the 
investigating staff, to give them 
instructions personally, and to 
keep a close watch on their train- 
ing and methods of working,” he 


IIPA discuss 
change of name 


The Institute of Incorporated 
Practitioners in Advertising 
yesterday held an extraordin- 
ary general meeting to deal 
with matters connected with a 
proposed change of name 
(omission of the word “Incor- 
porated”) and the introduction 
of an amended constitution in 
the form of a revised Memo- 
randum and new Articles of 
Association 


Full details of the changes 


oe © will appear in next 
week's 


Whisky in lights 
dispute 


A public inquiry will be held 
at Linlithgow on Wednesday, 
September 29, into an application 
to erect a 125 ft. x 19 ft. neon 
sign | n advertising Scotch whisky. 

he town council of South 
Queensferry, where the sign 
would be built, favour t 
scheme, but the planning 
authority, West Lothian County 
Council, have refused some 


standards plan for 
research 


Brand & Co., Lid., 
Pictured (left to right) are P. 
Douglas Saunders, chairman of rs J. Walter Thomapeon Co., Lid., Lt.-Col. 


J. Ridley, chairman of Brand & Co., and Major C. 
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FOCUS ON THE 
FOOD FAIR 


gave a ya reception at the British Food Fair. 
Clifton, sales manager of Brand & Co., 


Bowen-Colthurst, 


director of Brand & Co. 


A battery of automatic electric 
cookers is featured by the British 
Electric Development Association at 
their stands at the British Food 
Fair, which closes at Olympia on 
Saturday. Each cooker is fitted with 
an automatic time-switch control. 


Twice daily complete meals were 
placed in a cooker and the oven door 
was sealed. Later in the day well- 
known British journalists and screen 
radio and TV stars broke the seal. 
Here Phyllis Garbutt, director of the 
Good Housekeeping Institute, is seen 
doing so. 


TABLE TOP STUDIES 

At the St. Olaves Canning Co. 
stand at the Food Fair the table- 
top still life photographic studies 
were produced by Wren Studios 
and the enlarged colour trans- 
panes by the Metal Box Co. 


WEEKLIES DROP COMPETITION PLAN 


After inviting 700 local week- 
lies throughout England, Scot- 
land and Wales to join in 
promoting co-operative competi- 
tions for their readers, Joseph 
Pendlebury, secretary to ‘the com- 
mittee of proprietors formed to 
explore the chances of such a 
scheme, announced this week that 
it was unlikely that the original 
idea would be put into operation. 

Mr. Pendlebury, who is editor 
and director of the Bolton Stan- 
dard, said: “Favourable replies 


have not been sufficient to war- 
rant going ahead with the original 
= Other avenues are being 
—— 

he plan provided for the pro- 
motion of identical competitions 
by participating newspapers, with 
prizes running into four figures. 
It was contended that such prizes 
would compare favourably with 
those offered by national news- 
papers and would aid the circu- 
lation efforts of local weeklies. 


1 Guide to export 


advertising 


The export advertising com- 
mittee of the Incorporated Society 
of British Advertisers are con- 
sidering the production of an 
ISBA Guide to Overseas Adver- 
tising. Object will be to point 
out the pitfalls likely to be en- 
countered in this advertising field. 

The guide is expected to be on 
the same lines as the Guide for 
Exhibitors, which was produced 
for ISBA members not familiar 
with exhibitions as an advertising 
medium. 

At the committee's first meeting 
recently, overseas advertising pro- 
blems raised by members were 
discussed under the chairmanship 
of Peter Le Neve Foster, overseas 
public relations officer of the ICI. 


CRICKET CUPS 
PRESENTED 


G. S. Royds Ltd., advertising 
agents for Brylcreem, made the 
arrangements for Monday's pre- 
sentation at the Dorchester Hotel 
of the five awards made by the 
County Laboratories Ltd. for the 
best performances during this 
year’s cricket season. They also 
handled the campaign which has 
been running throughout the 
season announcing the awards. 

The presentations—of cups to 
be held for one year, replicas to 
be retained, and cheques for 100 
guineas—were made by A. E. V. 
Houchen, managing director of 
County Laboratories Ltd., and 
Norman Preston, of Wisdens, who 
headed the panel of judges. 

Winners of the awards were: 
G. M. Emmett (fastest century), 
J. H. Wardle (best bowling per- 
formance in an innings), C. A. 


Milton number of 
catches), H. W. Stephenson 
(wicket-k r with the highest 


number of victims), and Fazal 
Mahmood (best individual per- 
formance). 
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Record £4,000 for NABS from ‘lwo Freds’ match 


TICKETS, AUCTION, 
PROGRAMME RAISE 
BEST-EVER SUMS 


A total of nearly £4,000 for 
the National Advertising Bene- 
volent Society is expected to be 
realised from this year’s “Two 
Freds” cricket match—an all- 
time record. 

Revenue from the programme 
contributed £2,600 to this total, 
tickets brought in £300, and the 
auction £700—all individual 
records. Nearly £100 is expected 
from the collecting boxes, the 
contents of which have still to be 
counted. 

A bicycle was sent by the 
Hercules Cycle Co., Ltd., to be 
auctioned at the match, but it 
arrived too late to be included, 
and will be competed for at the 
Fleet Street Column Club. 

Other gifts for the auction were 
received from: 

“Slix” Costume (via F. John 
Roe), Sydney Hyde (W. H. Smith 
& Son, Ltd.), Gillette Industries 
(A. P. Judge), Johnsons Wax 
Products (J. C. Watts), Tate & 
Lyle Ltd., Arthur Guinness Son 
& Co., Lid. (M. Pick), Butler & 
Crisp Ltd., HMV Records, R. S. 
Waddington Ltd., Giordano Ltd., 
Linte (England) Ltd, F. W. 
Grafton & Cor, Ltd. (Grafton 
Anti-Sbrink Fabrics), Cepea 
Fabrics Ltd., Edmund Potter & 
Co., Ltd. (Potter's Fabrics), 
Atkinson’s Perfumery, R. S. 
Murray & Co., Ltd. (Murray- 
mints), Dertta Ltd, Scott & 
Bowne Ltd. (4711 Eau de 
Cologne), Glen Cree _ Ltd, 
Esquire (Col. Archibald Camp- 
bell), Fruit Trades Journal (Bill 
Shapley), Samuel Jones & Co., 
Ltd., and the Gas Council (a 
washing machine). 

Further cash donations were 
received from: 

D. McCreery, Jack Goodwin, 
Andrew Milne, J. H. Haworth, 
Fred Slaughter, Harold Fish, 
F. D. Stewart Ltd., Peek, Frean 
& Co., Ltd. and Tony Royle. 


Press and Print victory 


The “Two Freds” cricket match 
itself, played at Hurlingham last 
week, resulted in a win for the 
Press and Print side by cight 
wickets, despite rain which 
restricted play to little more than 
three hours. 

At lunch, the Advertisers and 
Agents, who batted first, had 
made 62 for the loss of two 
wickets. Rain prevented a resump- 
tion until nearly half past four, 
when it was decided that each 
side should bat for half the avail- 
able time, the Press and Print 
side receiving a “bonus” of 62 
Tuns to add to their final score. 

The Advertisers and Agents 
continued their innings until they 
had’ made 150 for 6, and then 
declared, M. Watt scoring 49 and 
V. C. Geeson 30. Press and Print 


$51 


At the “Two Freds’” match at Hurlingham. (1) Lord Mackintosh 5 


the camera are Mrs. Slaughter and L. W. Needham. 
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aks after lunch. With their backs to 
Remainder Ueft to right): Fred Slaughter, Miss Sylvia 


Weinberg, Andrew Milne, H. L. Clarkson, H. lan Fish, and Leon Goodman. () The Leon Goodman Cup ts 
filled with pap ord by its donor for the winning captain, Col. J. 
t: “Tw 


auction. Left to ri 


W. Stephenson. (3) A group at the 
o Freds” committee chairman H. L. Clarkson, Mrs, Nash, Dudley Turner, and secretary 


Ray Nash. (4) Auctioneer Harold Fish sells a bottle of champagne to “the gentleman on my left,” 


opened their innings with their 62 
runs bonus already on the board, 
and when stumps were drawn 
they had brought their total to 
160 for three wickets. As each 
side played twelve men, the 
official result was confirmed as a 
victory for Press and Print, led 
by Col. J. W. Stephenson, by 
eight wickets. 


Main contributions to their 
score were made by P. Waterman 
(28) and J. Clayton (23). 


Only the war has stopped the 
directors of Illustrated Newspapers 
Ltd holding their annual invitation 

If meeting every year since 1926. 

or this year’s event, held at the 
Royal Mid-Surrey Golf Club, many 
leading figures in the publishing 
world were invited to compete for 
the Sphere challenge cup. 


oe 


Left ; Andrew Milne ('Drapers’ Record’) and his opponent Kenneth Horne 
laugh over the scorecard. Right: Director W. C. Nisbett presents D, M. 
Reid with his cup. 


Illustrated Newspapers’ annual golf meeting 


This year the cup was won 
D. M. Reid with a net score of 69, 
with Kenneth Horne runner-up with 
71. The Sphere prize for the best 
score under handicap for nine secret 
holes was won by Sir Graham 
Hayman. 

In the afternoon G. P. Jackson 
and N. Gascoigne took first prize in 


the two-ball bogey foursomes, with 
a score of “all square.” J. Tilbury 
and W. Reid were runners-up, finish- 
ing “one down.” 

A vote of thanks on behalf of the 
guests was proposed by L. Masius, 
chairman of Masius & Ferguson 
Lid. 
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Judson retiring 
from BBC 


Ralph Jadson is to retire from 
his position as head of the BBC 
Publications advertisement depart- 
ment next year. He will be suc- 
ceeded by Tom Henn, editor of the 
Radio Times since 1944. Mr. Henn, 
born in 1908, was assistant editor 
of the Wireless Magazine from 1929 
to 1936. From 1936 to 1939 he 
edited BBC Empire Broadcasting, 
and from 1939 to 1944 was editor 
of London Calling, the BBC over- 
seas journal. 

* - * 


3. H. Brebner, chief public rela- 
tions and publicity officer, British 
remanent Commission, announces 

. J. G. Francis, advertisement 
lay officer in the Commission's 
commercial advertisement division, 
has now assumed control of the bill- 
posting aspect of the division's 
activities, For many years Mr. 

ncis has Ra age i Com- 

on, or the railway undertakings 
before it, on the Outdoor Adver- 
tising Industries’ Advisory Com- 
mittee. He is an authority on 
matters relating to Town and Coun- 
try Planning and rating procedure, 
with all of which matters he will 
continue to deal, in addition to con- 
trolling the billposting element. 


Back to Adrema 


K. Mellor, formerly advertising 
manager of the Dominion Rubber 
Co., Lid., has joined Adrema Ltd., 
makers of the Bradina addressing 
machine, as advertising manager. 
He was assistant advertising man- 
ager there until 1950, when he went 
to the Waterman Pen Co., Ltd., as 
assistant to the advertising manager. 


* * * 


Con MeGovern, Irish manager 
for Pan American Airways, has 
been appointed press and public 
relations officer in London for 
Fogra Failte—the Irish National 
Tourist Board. This is the first time 
the London office of the Board has 
been given a PR officer. 


N. K. T. Stanfon (left) receiving a 
farewell gift from a party of SO 
advertising friends on ee the 
Manchester office of Northcliffe 
Newspapers Group to take up an 
appointment in London as personal 
en the 3 > direc- 
tor, R. Penney. presentation 
is being made by E. J. Sibbald. 


Pr. H. 
manager of John o’' London's Weekl 
since 1952, has been appointed to 
the advertisement staff of Modern 


Woman, The advertisement mana, 
of Modern Woman is Dorothy 


advertisement 


* - * 

Diedre Bishop, daughter of Frank 
Bishop, the advertisement manager 
of London Counties Newspapers 
Ltd., recently left Circuits Manage- 
ments Associations Ltd., the pub- 
licity division of the J. Arthur 
Rank Organisation, to go to 
Canada. he is now working in 
Toronto with the new Canadian 
agency, Pemberton, Freeman, Ben- 
nett & Milne Ltd. 

. * a 

Roy Clark, advertisement director 
of the Star, is haying to rest for a 
week or two, following a slight heart 
attack last Saturday. 

* * 7 

Allan Duskwiek has joined A. FE. 
Axten as advertisement representa- 
tive in connection with the 
sporaeire Evening Sentinel, the 
Staffordshire Weekly, the Gloucester- 
shire Echo, Cheltenham, and 
Cheltenham Chronicle. 


Silver jubilee 
with ISBA 


The director of the Incor- 
porated Society o British 
Advertise: s, Alan 
completes 25 years’ service with 
the Society at the end of this 
month, He joined the staff as 
assistant general secretary on 
October 1, 1929, and after bein 
appointed general secretary —~ 
later chief executive officer, he 
became ISBA’'s first-ever director 
in December, 1 


L. V. Fennelly has been appointed 
sales promotion manager of the 
“Emidicta” division of EMI Sales 
& Service Lid. He joined “ Emi- 
dicta” in 1952 from Block & Ander- 
son Ltd. 

+. 

After 64 years with the National 

Trade Press, Alfred F. Bond is 


resigning on September 30 his posi- © 


tion as advertisement manager to 
the company's fashion and textile 
publications. 


. - * 
Eric Gould, publi and poe 
relations manager of Beardmore 


Motors Ltd. since 1949, has resigned 
to join the press and public rela- 
tions Tr ey — of Samson Clark & 
Co., Ltd., as deputy P.R. poe 
* ” 


Thomson, managing director 
of Colman, Prentis & Var 
Italiana Ltd. is in London until 
September 21 to consult with clients 
on advertising marketing 
schemes. 


* * + . 

Jack Swaab, manager of Foote, 
Cone & Belding’s overseas depart- 
ment, will cover 25,000 miles 
between September 22 and the end 
of October. He will visit PCB's 
affiliate agencies and BOAC repre- 
sentatives. 


Hedley man starts 


own business 
F. R. de G. Hewitt, formerly 
manager of the market research 
department of Thomas Hedley & 
Co., Ltd., has set up in business on 
his own as an independent consul- 
tant in _ marketing and market 
research. Until now, Mr. Hewitt 
has been chairman of the advertising 
research committee of the Incor- 
porated Society of British Adver- 
tisers, but has relinquished that 
position on leaving the service of 
an advertiser. 
- * 
Following the resignation of 
Henry from his directorship 
of arket Information Services 
Ltd., two new appointments have 
been made to the board of the firm, 
Colman, Prentis & Varley Ltd.'s 
research subsidiary. They are 
Leongrd Smith, who joins as tech- 
nical director, and E. A. Pearce, 
who is also the manager of CPV’'s 
marketing division. : 
Mr. enry is taking up an 
appointment as research director of 
McCann-Erickson Ltd. 


Gina Franklyn (right), director of 


Lintas Information Services, pre- 
sented the prizes at a competition 
to Slough’s Perfect Secretary 
held in connection with the local 
showing of the film “Execut 
Suite.” ach night of the w 
contestants competed in a dictating 

typing test on the stage. 

- * * 

Louis R. Wasey, chairman of 
Erwin Wasey & Co., Ltd., flew back 
to America last Saturday after a 
business visit to this country lasting 
nearly two months. 


OBITUARIES 


Sudden death of 
Jerome Chester 


Jerome Chester, executive director 
of Odhams Press Ltd., died suddenly 
at his home in Kensington on 
Monday following a heart attack. 
He was 69. A Londoner by birth, 
he was associated with the theatre 
before the first World War and in 
1919 joined Odhams after serving in 
the Royal Engineers. He first worked 
in the competition and advertise- 
ment departments, but soon joined 
the ge wend department staff headed 
by W. Surrey Dane, now one of the 
joint managing directors of the firm 
and chairman of the Daily Herald. 

For 25 years Mr. Chester was 
assistant publicity manager with 
ever-increasin responsibilities as 
Odhams’ publishing interests ex- 
panded. He was appointed manager 
of the sales promotion and service 
department in 1947 and a director 
in May, 1953. When he joined 
Odhams, the firm was only just 
entering the publishing field. He 
helped, by enthusiastically poems 
big publicity schemes, to establis 
John Bull, lilustrated and Woman 
among the nation’s best-selling 
magazines and to raise the sales of 
The People, which had a circulation 
of only 300,000 when Odhams 
acquired it in 1925, to over five 
million. 

When Odhams took over the 
printing and management of the 
Daily Herald in 1930 Mr, Chester 
played an important part in making 
it a mass circulation newspaper. 

An meer in advertising produc- 
tion, his flair ix, this ficld was evident 
in many of the big advertising cam- 
paigns launched by Odhams. 

In addition to his work in pro- 
moting Odhams’ magazines and 
newspapers, he undertook the 
organisation of many big events for 
charities with which the firm and 
its directors have been associated. 

At the Ministry of Supply during 
the last war he helped to organise 
the Salvage and Recovery Drive. 

The Garden of Rest by St. 
James's Church, Piccadilly, which is 
a memorial to the late Viscount 
Southwood, for many years manag- 
i director and chairman of 

ams, was conccived and planned 
by Mr. Chester. 


R. M. Smyllie 


R. M. Smyllie, editor of the Irish 
Times, died in Dublin on Saturday. 
He was the son of a newspaperman 
and after the first world war went 
straight from a German internment 
camp to his first assignment—the 
Versailles Peace Conference, which 
he reported for the Irish Times. 

hen he returned to Dublin he 
became leader writer and assistant 
to the editor, John Healey. When 
Healey died in 1934 he was 
appointed his successor. 


T. Crosbie-Walsh 


Thomas Crosbie-Walsh, editor of 
Food Manufacture and a director 
of the publishers, Leonard Hill Ltd., 
has died after a short illness. He 
was 74, 

His full-time activities in technical 
publishing began in 1937 when he 
joined Leonard Hill Ltd. as editor 
of Food Manufacture. He was, in 
addition, editor of Food Industries 

anual, now in its 17th edition, 
and, for a time, editor of Dairyman. 


Memorial service 
for Ewart Berry 


A memorial service for V. Ewart 
Berry was held last Thursday at St. 
Dunstan-in-the-West, Fleet Street. 
Prebendary A. J. Macdonald offi- 
ciated. 


Kemsley Newspapers Lid. was 
represented by t directors, by 
James McDowell, chief London 
editor, and by the directors and 
members of the staff of associated 
London and provincial nownpngese 
of the Kemsley organisation. 
congregation also included 
representatives of the national 3 
provincial press, and of advertising. 

Relatives present were: . 

Mrs. ~ # (widow), Michael 
Berry (son), Mr. and Mrs. M. J. 
Farmiloe (son-in-law and daughter), 
Mrs. D. G. Phillips pe Viscount 
and Viscountess Kemsiey (uncle 
and aunt), M. B. Phillips (nephew), 
Countess of Birkenhead, Viscount 
Camrose, Hon. Michael Berry, Hon. 
Lionel and Lady Helen Berry, Hon. 
Denis Berry, fion. Neville * 
Hon. Anthony Berry (cousins), * 
and Mrs. M. D. B. he a Mr. 


y yy 4 Farmiloe and Mr. J, 
— (representing Lady Buckland, 
aunt). 
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and one person in three 


Every week one family out of every three in 


Great Britain reads the Sunday Pictorial. 


reads the 


For, with an average net sale of 5,446,255, the 
Sunday Pictorial goes into millions of homes 
all over the country. It is read by every adult 
member of the family on the best advertising 
Sunday Pictorial 
day of the week—the day they have time to 
read advertisements at leisure, and sales 
messages sink in. Space in the Sunday 
Pictorial is exceedingly economical too. 
every week 
Compared with 1939 its square inch per 


thousand rate has increased much less than 


that of any other Sunday newspaper. 
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COMMENT ® 


PESSIMISTS 
CONFOUNDED 


The story told in the Annual 
“Advertiser's Weekly” Appro- 


The ebeastinne and their agents 
have good news for everyone: 
@The advertisers plan to spend 

more money than ever 


a 
Ht wl for < om : rtising 
Extra spending 


The Survey, which crystallises 
the views of over 100 selected 
advertisers and agents up and 
down the country, answers the 
TV pessimists. 

It is substantially a that the 
new medium will not shatter 
any of the established media. 

As wd budget observer Jesse 
Scott observes: “No advertis- 
ing medium is affected ad- 
versely by any new medium 


that opinion. They are making 
financial provision for it over 
and above their normal appro- 


priations. 
es irae ie an 


are pla 
pand their ir activities in over- 
seas markets, 
The advertising agents ly 
agree that there should be in- 


who have used advertising to 
build up prestige overseas will 
be best placed to weather 
economic difficulties. 


554 


Talking Points 


How many people see Mr. Therm—and 
why he believes in ‘no compromise’ 


(COMPUTING how many 
people will see a par- 
ticular series of advertisements 
is becoming increasingly 
popular. 
_ Some figures to end all estima- 
tion on this basis were cited at 
a conference now being held in 
Aberdeen by the Scottish Asso- 
ciation of Gas Managers. 

R. J. Gregg, publicity manager 
of the Gas Council, told of the 
power and impact of Mr. Therm’s 
national advertising. 

This, he said, comprised a 
proximately 3,000 insertions in 
all classes of media covering 280 
individual journals having an 
annual combined circulation of 
one billion, eight hundred and 
thirty-two million, “a figure which 
becomes astronomical when the 
readership evaluation is deter- 
mined by multiplying by three.” 

Before the Conference had time 
to get this figured out Mr. Gregg 
assailed the layman—and, on 
occasion, the advertiser — who 
prefers “something tangible, such 
as five cars for five representa- 
tives, to a page in the Radio 
Times.’ 

There can be no compromise 
on practical and profitable adver- 
tising, he argued. 

“It is all or nothing, and utterly 
pointless to contend that less 
should be spent on the press or 
films, and more on improving 
showrooms or combing the sales- 
men’s hair!” 


MERRY WIDOWS?! 


E all get, at times, the 
misprint which is our own 
particular béte noire. 

This week it was the turn of 
British Toys, journal of the 
British Toy Manufacturers’ Asso- 
ciation, Announcing the second 
article in a sevies to boost sales, 
the journal adds: 

“The subject will be WIDOW 
DRESSING and the article will 
be written by a _ recognised 
authority.” 


EVIL MACHINE? 


ROM all reports there's not 
much advertising as we 
know it in Soviet Russia. And 
what little there is appears to be 
under fire. 

According to a BBC Soviet 
Viewpoint programme, ads. for 
drink, dancing and smart cloth- 
ing have been heavily attacked in 
the official press. 


Advertisers in Moscow and 
other towns are getting the blame 
for drunkenness, hooliganism and 
marital infidelity among the 
comra 

So you see, there's plenty of 
scope yet for the critics in Britain. 


NEWSAGENTS WITH 
*HAZY NOTIONS’ 
EWSAGENTS have been ful- 
minating about the “inset 
plague.” 
As a footnote to a vigorous 
letter in the National Newsagent 
urging readers to “shake all 


NO COMMENT 


periodicals,” the editor mildly 
observes : “It may be easy—but 
it's wrong.” 

More in tune with publishing 
opinion is this comment from the 

hitehall Technical Press Ltd.: 

“It is scarcely comprehensible 
that a retailer in this day and age 
should have such a hazy notion 


of his responsibility to publisher 
and public. 


TY TRIP? 


S commercial television in 

Britain likely to resemble what 
goes on the small screen in 
America ? 


Almost everyone says “No”— 
but a surprising number of adver- 
tising agency men have been to 
pane to study the technique 
t . 


Now an attempt is being made 
to organise a party of advertisers 
and agents for a ip the US 
where they would have a con- 
ducted tour of the TV world. 


Man behind the scheme is Russ 
Hardy, an impresario who plugs 
commercial spots into opera 
talent search contests run during 
concerts. 

He plans to charter an aircraft 
—costs of travel and accommo- 
dation to wet by those who 
— conduct the party him- 
self. 

On the other side of the 
Atlantic he has been promised 
full co-operation. Tours of TV 
statiOns, meetings with top execu- 
tives and lectures by experts are 
promised. 

One American concern has 
offered to stage a miniature con- 
ference for full discussion of TV 
problems. Everything would be 
recorded and copies of the 
recording would be given to each 
member of the party to bring 
home and play over to his col- 
leagues, says Mr. Hardy. 


TO-MORROW’S TOPICS 


in a federation which would 
organise bulk buy Co- 
operative, sy adver- 
tising is also planned. 

@ Three-colour printing of pub- 
licity slogans on sacks is 
being developed in Scotland. 
One firm has printed tartan 
on a sack. 


blocks and artwork will = 


© Tourist ae in the 
Republic of Ireland are likely 
to be consolidated into one 
organisation. But there will 


be no reduction in overall 
publicity spending. 
@ Several new 
and 


@ Another religious weekly news- 
per may be launched in 
ritain soon. It would give 

news of the evangelical move- 
ment. 


market. They are expected to 
have their products on sale here 
pext summer. 

@ The Irish are planning a cam- 
paign to boost the larit 
of their seafood. re will 
be a Galway Bay theme. 


ROUND TABLE 


A VALUABLE TIP TO 


ALBERT MILHADO & CO. LTD. 


ADVERTISING AGENCIES........ 
You get maximum commission through 


140 CROMWELL ROAD 


LONDON, §.W.7 ~ 


MILHADO’S 


THE EXPERTS ON FOREIGN ADVERTISING 


Telephone: FREMANTLE 8592/3 
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% m expanding marketing picture. 
r Export inactivity diesel. motors—will be shown 
# One disturbing trend is revealed for the first time at this year’s 
es by the Survey: very few ad- Commercial Motor Show. 
oa 
; 
Be _ ®A Scottish company of fine 
| creased activity in foreign printers entering 
esate, bas Sow indicated that a field’ of pictorial art’ for ° Thfee more American soft 
would manufacturers plan- 
a oe packaging purposes. Second- — ning to break into the British ; 
run rights on their full colour 
The Genes eomeny at home 
ity mas pom a 
to ve 
foréign customers. But if pur- —— for packs and dlepley 
: chasing power slackens, those 
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— The DAILY HERALI has more 
| readers per copy sold than any 
other mass circulation national daily 


All Adults 


Readership figures from the |.1.P.A. National Readership Survey 


LLP.A. Survey 


” ‘ NO. OF 
CIRCULATION READERS ed 
shows that _ (000’s) (000’s) PER COPY 


DAILY MIRROR 4,608 12,789 2.8 
e DAILY HERALD commands more — er ee Ee ee 
adult readers per copies sold DAILY EXPRESS 45133 11,608 2.8 


than any other mass circulation 
national daily. 


DAILY HERALD 1,865 
e 6,786,000 people read the 
DAILY HERALD in any given day. oe 
3 170 8 
© 22 in every 100 MEN read the DAILY MAI 2,17 5583 
DAILY HERALD. nl — ido 
, NEWS CHRONICLE 1,361 35796 2.8 
e 15 in every 100 WOMEN read 
the DAILY HERALD. pune ee he yee NS RE 
8 2,540 2 
© 15 in every 100 HOUSEWIVES DAILY SKETCH 79 54 3 


read the DAILY HERALD. ee — ada 
* AB.C, figures for June-December, 1953, the period during which the survey was carried out. 


© 17 in every 100 of all young 


people between the ages of 16-34 At .53 pence per single column inch per 
read the DAILY HERALD. 


thousand readers and with dominating 13" x 5” 

@ 54% of DAILY HERALD readers and 11" x 3” display spaces, the DAILY HERALD 
live in households having two or 4 : : : 

more wage eamers—the hshest is the most economical medium for national 

proportion of any national daily. advertisers. It is the paper of the mass market — 


_ the market with the money to spend. 


DAILY HERALD | THE PAPER OF THE MASS MARKET 


E. H. HULL, Advertisement Director, “Daily Herald 


, Mere House, Leng Acre, Londen w.c.2 
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ADVERTISER'S WEEKLY 


ANOTHER BOOM YEAR 


During the last two weeks of August, 
‘Advertiser’s Weekly’ conducted a survey 
among a representative sample of advertisers 
and agents, in an attempt to ascertain the 
trends of advertising appropriations for 
next year. 

Especially were their views sought on the 
impact which commercial television might make 
on the pattern of advertising expenditure. 

The findings are here summarised : 


More will be spent with 
all media—despite TV 


JESSE SCOTT FORECASTS FURTHER 
GROWTH IN APPROPRIATIONS 


NINETEEN HUNDRED AND FIFTY-FIVE WILL BE 
ANOTHER BOOM YEAR FOR ADVERTISING. 

The annual “Advertiser’s Weekly” Appropriations Trends 
Survey conducted among a cross-section of advertisers and 
agents up and down the country reveals that plans are being 


laid for new record-breaking campaigns in practically every 
field of marketing. 

And there is good news for established media—advertisers 
indicate that they are making special financial provisions for 
commercial television in addition to increasing their normal 
appropriations. 

To get the broad picture of the people have feared, Mr. Scott 
likely scope and spread of adver- quoted the report of the Alex- 
tising appropriations next year we ander Hamilton Institute, Inc., on 
approached the man with his the unexpected effect of American 
finger on the pulse of press adver- commercial television on book 
tising in Britain, Jesse Scott, reading: “Television is helpin Jesse Scott—''Prestige advertising 
founder of the Statistical Review to increase the number of book should increase, too. 
of Press Advertising and chair- readers, declares the New York 
man and managing director of the Public Library. In this respect, 
Legion Publishing Co., Ltd. television is merely following in  tisers of nationally distributed 

The man whose forecasts since products still had a marked pre- 
the war have been consistently Agency men’s views on how ference for large circulation 
right stated without hesitation: commercial TV will affect other media, and had widened their 

“Commercial television not- media, and which advertisers campaigns in other publications 
withstanding, 1955 will see a will use the new medium—page because of dearth of space in 
further considerable growth in 558. nationals. On the other hand if 
expenditure on advertising in the How established media will advertisers could get considerably 
press and other media. fare—page 560. more space in nationals, they 

“No advertising medium is might correspondingly reduce 
affected adversely by any new the wake of radio and motion their appropriations in other 
medium that comes into the pictures. As each of these inno- media. On the whole, however, 
picture, Look at America, Did vations appeared, book reading Mr. Scott thought that larger 
commercial television hurt press was expected to go into a slump. national newspapers would lead 
Fam Gove a No-—and I The opposite has happened, with to larger advertising expenditure. 

on't think it wi re, more readers to-day than ever.” 

“We are living in an agenting As regards press advertising, Effect of new products 
economy, and people will spend an important question was Another factor was the extent 
more money on advertising—pro- whether national newspa to which the introduction of new 
vided they have got something to would be able to increase their products accounted for some of 
advertise, We are  pmses only paging and so provide more space the increase in expenditure. In 
a small percentage of our national advertisements. The records the past twelve months, at a con- 
income on advertising—less ttxn for the past six months showed  servative estimate, 200 newly 
before the war.” that national newspapers had advertised products, or products 

As an example of how com- taken a far smaller share of the which have become active again 
mercial television may well have additional money spent on press after a lengthy absence, had been 
an effect opposite to what many advertising than provincial news- noted. Many of these had 


papers and magazines. It would 
appear, however, that adver- 


AHEAD 


To spend more 
next year 


The Survey indicates that 
more money will definitely be 
spent next year on the adver- 
tising of 

Bottled beer, 

Confectionery, 

Cars, 

Food, 

Domestic equipment, 

Soft drinks, 

TV sets, 
and that increases may be 
expected for a wide range of 
other products and services. 

The general forecast is that 
soaps, detergents, branded 
fashions, petrol and oil can- 
not be expected to show any 
marked increases. 


already been backed by extensive 
advertising, and one could 
assume that these products would 
continue and be supported by 
still bigger campaigns. 

“One has also to remember 
that it is only a few weeks since 
rationing was finally abolished, 
and we have only seen a couple 
of months’ advertising of such 
things as butter, margarine, and 
cooking fats, which were notably 
heavily advertised even in pre- 
war days,” Mr. Scott pointed out. 

“In addition there has been a 
slackening of the control on hire 
purchase buying. These controls, 
when in force, were bound to 
limit advertising, and their 
removal should therefore lead to 
expansion for products such as 
furniture, radio, electric house- 
hold appliances, motor cars, 
cycles and similar goods which 
rely very largely on hire purchase 
business.” 


Housing, insurance boom 


With the increase of house- 
building there had begun to 
appear in the press advertise- 
ments of houses for sale some- 
what similar to those which 
appeared in the 30’s. The occu- 
pation of new houses, whether 
rented or bought, was bound to 
lead to an increasing demand for 
all kinds of domestic furnishing 
and equipment. Quite apart 
from branded products, the Pe 
war years had seen a large 
growth in advertising of insur- 
ance companies and building 
societies, of air travel, and of 
tourist agencies, and a continued 
expanding economy was bound 
to create greater demand in these 
fields. 

At the same time, Mr. Scott is 
convinced that institutional and 
prestige advertising directed to 
the public has come to stay, and 
should increase in volume judging 
by the growing interest among 
industrialists and advertising 
agents in this type of publicity. 
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ADVERTISER'S WEEKLY 


A. Bishop— 
“Two agents experl- 
menting on TV.” 


“Some clients are 
ing allowances.” 


Brian MacCabe— 
“First year caution 
is evident.” 


How appropriations 
are expanding 


OST advertisers included in the survey have made pre- 


parations for expenditure on commercial television in 
its experimental stage—and it is clear that in general they 
are making special financial provisions over and above 


expanded appropriations. 

R. A. Bishop, general publicity 
manager of the Nuffield Organisa- 
tion, says The British Motor 
Corporation has earmarked a 
percentage of its appropriation 
for commercial TV. And it has 
increased its appropriation for 
the 12 months beginning August 
1, 1954—due largely to increased 
production. 

Two of BMC’'s biggest adver- 
tising agents are experimenting 
with TV commercials on their 
behalf. 

H, M. Robinson, marketing 
manager, Ind Coope & Allsopp, 
Ltd., says: “We expect to make 
something in the way of a 10 
cent increase in our appropriation 
for next year. But as our finan- 
cial year runs from September to 
September, and it is clear that 
commercial television is not likely 
to be effective until next year, we 
have made no allowance in our 
current appropriation. 

TV ‘ experiments’ 

A fond beverage manufacturer 
reports “certain experiments have 
been undertaken to enable us to 
take, advantage of the new 
medium when it develops.” An 
allocation to cover will 
probably be made when his firm's 
next financial year begins in 
March, 

One of the biggest cigarette 
concerns states; “It is not pos- 
sible for us to do anything but 
guess at this stage about the effect 
of commercial television on cur- 
rent appropriations. Most wise 
advertisers will watch develop- 
ments very carefully before 


spending money in this new 
medium. 

“We have not earmarked any 
appropriations for commercial 
television. Until we have had a 
very good look at the material 
made available by the pro- 
gramme contractors, and have 
studied the rate in relation to 
area coverage, it is quite impos- 
sible to make responsible deci- 
sions,” 


No medium will get less 


A pen company have increased 
their appropriation and some of 
the money my go to TV. No 
medium is likely to get less than 
in the previous 12 months, but if 
any does not get extra it will be 
the press which loses to the new 
medium, states the sales director. 

An oil company says: “We 
shall probably allocate a small 
sum to cover the possible use of 
this new medium. This is likely 
to be in addition to our normal 
budget.” 

The attitude of a truck and car 
manufacturing concern is similar. 
They say an additional sum may 
be expended “on the commercial 
TV experiment without prejudice 
to the question of the relative 
merits of the new medium.” 

The advertising chief of a 
world-famous confectionery firm 
says: “We have put aside, irre- 
spective of our budget, a sum for 
experimentation in television.” 

The ~via ers of an airline are 
adamant: they are making no 
preparations to spend anything 
on TV! 


E. G. Walker— 
“Marginal publica- 
tions may —- 


They'll want TV time... 


Pat Dolan— 
“Other media won't 


Claude Simmonds— 
“Commercial npe 
suffer at first.” F 


will be affect 


| | 
| | 
| | 
| Agents and advertisers listed Food beverages, 
| these products and services Confectionery, 
| as being most likely to use Petrol and oil, 
! commercial television : Pens, 
| Beer, Stores, 

Detergents, Cosmetics. 
Motor cars, One agent forecast; “Almost 
Manufactured foodstuffs, any class of product adver- 
| Cigarettes, tised in national newspapers is 
| | 


Household appliances, likely to use TV.” 


Commercial TV and its 


effect on other media 


ADVERTISING agency men have varying views on how 
commercial TV is going to affect other media. The 
general impression is that it will make little impression on 
established media in its first year, but that the story may be 
different after that. 

Patrick Dolan (Dolan, Davis, expectation that TV advertising 
Whitcombe & Stewart) says if is sufficiently effective to justify 
between £5 and £10 million is the increase, but, in general, any 
spent on TV in the first year expense on TV must, to a greater 
other media “will not suffer too or lesser extent, result in a 
much during that period.” He diminution of expenditure in 
says there are “indications of other media.” 
advertisers planning their appro- Sylvia Welabers (Armstrong- 
priations to provide for using the i Ltd): edia plans are 
new medium.” being held back pending advice 

Ss. W. (E. Walter on the cost of the new medium. 
George Lid.): “I don’t think that An allowance is likely to be made 
commercial TV will affect the out of them for TV, and to that 
established media fer the next extent other media will suffer 
year, at any rate. Few adver- next year.” 
tisers are going to ‘burn their H. S. H. Wells (Graham & 
boats’ in favour of an untried Gillies, Ltd.): “Some clients arc 
medium ; so that money spent on making allowance in the 1955 
commercial TV will largely (but appropriations. They tend gener- 
not always) be extra. | ally to think in terms of ‘alter- 

“Commercial TV will largely patives’.” 


be used for consumer products, : , 
but since the programmes are a Sore Senky 
intended to have a local flavour, ‘nk 8. jeash 
I feel that even technical pro. ‘hink you can unleash a vast new 
ducts can have a place on the medium like TV without affecting 
screen.’ other media. If —— ee 
N U. P. are correct, advertisers wou 
& Go Lid): "ht may be that ay have to extend their appropria- 
individual advertiser will increase 09S by about 10 per cent. I 
his total expenditure in the @ Continued cn page 560 


A single 
insertion 
in the 


an 


D TIMES is a National Campaign for nine days-plus 


(A.B.C. AVERAGE NET SALES 8 200,208 WEEKLY) 
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Retailers 
| judge 

| advertising 
efficiency 


Support for the Kemsley claim that local 
advertising wins big sales comes from local 
retailers. In a survey prepared by Market 
Information Services Limited, recently re- 
issued by Kemsley’s, local retailers ranked 
local papers as the most effective selling media. 

The secret?—real integration of selling 
effort! Local paper advertising puts manu- 
facturers’ representatives and local stockists 
in the foreground, gives them maximum 
incentive, gets their fullest co-operation. In 
many cases a manufacturer’s 11” d.c. 
advertisement in a local paper actually 
becomes a full page advertisement when 
supported by dealers’ own “tie-in” advertise- 
ments * . This is the sort of concentrated effort 
that wins big sales. 

The Kemsley Research Report on news- 
paper readership in the North of England is 
an example of Kemsley enterprise. This 
report gave advertisers much valuable 
information and more than a few people 
already appear to have applied the results to 
their own marketing problems. It is still too 
early to measure effects accurately, but those 
advertisers now believe that they are getting 
a higher return for their money. 

Kemsley’s themselves are putting the 
information they gather to good use; note the 
rising sales of their papers—national and 
local. Combined circulations now approach 


this huge net sale is concentrated in Scottish 
and North of England provincial newspapers. 


* For further details of the various possibilities that 
exist, please write or telephone to Mr.R. B. Smallpage, 
General Advertisement Manager, Kemsley House, 
London, W.C.1. Terminus 1234. 


the 9 million mark. And a significant part of 


ADVERTISER'S WEEKLY 


Concentrated effort 
wins big sales 


The areas of concentrated population 
hold your most concentrated, most 
vulnerable markets. Make these areas 
your principal targets; then sell your 
product to them through their local 
newspapers. Time and again the 
results in terms of sales prove the 
efficiency of this advertising plan. 
Lower space cost per reader is not 
enough; results per { of media 
expenditure must be the sole criterion 
of advertising efficiency. 

Kemsley newspapers offer the 
advertiser many opportunities of 
increasing sales by this plan. Kemsley 
Scottish and provincial papers are so 
located as to give intensive coverage 
in those heavily-populated areas where 


Kemsley Newspapers Limited 
Kemsley House, London, W.C.1 


the overall pattern of other forms of 
media tends to be at its weakest. Bach 
local paper “‘talks the language” of its 
readers, each paper commands the 
special goodwill of those readers. 

The local newspaper can best lead 
the reader directly from the printed 
advertisement to the shop counter. 
The retailer knows which media help 
him most; research findings and the 
marked emphasis of dealer advertising 
highlight the value of the provincial 
newspaper. 

Remember that throughout Scotland 
and the North of England there are 
Kemsley newspapers that are ideally 
suited to your concentrated cam- 


paigns. 
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TRENDS IN APPROPRIATIONS 


What the agencies 


think of media 
prospects in 1955 


WHAT do the agencies think of prospects for the estab- 
lished media in Britain during next year ? 


GENERALLY SPEAKING, THEY FORECAST A 


GOOD YEAR ALL ROUND. 


And they should know—hbecause they have the money to 


spend. 

Leggett Nicholson: “Our 
national dailies should sell all the 
space they have available, as 
should the leading provincial 
dailies. The mass - circulation 
weekly magazines should also 
fare well. The lesser provincial 
daily, evening or weekly will lose 
a certain amount national 
advertisers’ revenue. 

“The wade and technical press 
should prosper, for the most 
powerful national advertising can- 
not succeed without the co-opera- 
tion of the wholesaler and the 
retailer, and the latter is some- 
what wearied by high pressure 
selling. 

“It would seem that most of 
the best poster sites are already 
completely booked up. 

“Screen advertising should fare 
well.” 

Erwin Wasey: “Changes in the 
overall spending as between the 
different classes of existing media 
during 1955 are likely to be 
determined in the main by the 
newsprint supply situation, which 
is at present extremely obscure. 
On the assumption that larger 
supplies were available, and if 
something like free market condi- 
tions were restored, it might be 
assumed that national news- 
papers would gain ground at the 
relative expense of other media.” 

Rumble, Crowther & Nicholas : 
“ Unless there is a big and com- 
pletely unexpected change in the 
paper situation, the pattern of 
spending is likely to be very 
similar in 1955, 


Shorter schedules 


Lambe & Robinson Ltd.: “The 
trend is towards shorter 
schedules: the increase in use, 
where space availability allows, 
of the cheaper more efficient 
(which usually means large cir- 
culation) paper or magazine at 
the expense of the less efficient.” 

Foote, Cone & Belding: 
“Major changes are unlikely in 
the case of posters, transporta- 
tion, signs and screen advertis- 
ing, since the demand already ex- 
ceeds the supply, and it is diffi- 
cult to see how there can ever be 
much significant increase in the 
supply. Little change either in 
direct mail, point-of-sale, exhibi- 
tions, trade and technical press ; 
these media are ae pe used 
for various specialised purposes 
which don’t vary a great deal. 


But as between nationals, pro- 
vincials and magazines, the 
resent balance is dictated largely 

y what space each can offer— 
and that balance would change 
considerably if space became 
freely available in all publica- 
tions. If that happened in 1955, 
the following would be the chief 
gainers—in this order : 

a) National Sundays with the 

large circulations. 

b) National dailies—particu- 
larly two or three with the 
larger circulations. 

c) General and women's 
weeklies, with the large 
circulations. 

The losers are likely to be 
some of the provincials, and a 
number of the small-circulation 
magazines, 


Experience required 


Stowe & Bowden: “The aver- 
age media will not suffer very 
much change in the 1955 pro- 
gramme ; it may enna change 
when advertisers have had some 
experience of commercial TV 
advertising.” 

Hardyce Palmer: “There will 
be even greater demand for space 
in women’s wecklies.” 

Graham & Gillies : “These will 
suffer littl or no change: 
National newspapers, magazines, 
trade and technical press, posters. 

“Media which will benefit : 
Direct mail, point of sale, mer- 
chandising material generally. 

“Media which will suffer: Pro- 
vincial daily and weekly news- 
papers, the cinema, transporta- 


Armstrong-Warden : “Past ex- 
perience shows that when there is 
a shortage of space in the 
national newspaper and magazine 
fields, expenditure in the provin- 
cial daily press rises. Expenditure 
in the provincial weekly press 
should remain fairly constant as 
it has done over the past few 
years, If the present trends in the 
national economy are maintained, 
expenditure in the trade and tech- 
nical press should increase. 

“Posters and _ transportation 
advertising might suffer from 
increased availability of the press, 
if it were certain that that avail- 
ability would continue. Long- 
term poster contracts are not 
likely to suffer. Screen advertis- 
ing may conceivably be the 
medium most to suffer from a 


ODD MAN. 
OUT 


Of all the advertising agents 
approached, only one reported 
“very little interest among our 
clients ie ccasidering the possi. 
bility of including TV in next 
year’s budget.” 


cannot encourage them to do 
anything otherwise; we have no 
idea of rates, we have none of 
the basic facts which would 
enable any form of business con- 
tract to be made. 

“There are a few advertisers 
whose sense of showmanship is 
so strong that, cost what it may 
and regardless of value received, 
they would feel it is worthwhile 
gambling a little money simply 
to be in the public eye on a 


commercial TV an initial sup- 


port. 

“I cannot believe that there is 
so much free advertising money 
available to-day that is simpl 
looking for the means of spend- 
ing itself to satisfy the obvious 
needs of the new contractors.” 


strong commercial TV, but not 
until the last quarter of the year. 

“Direct mail, signs, point of 
sale and exhibitions are so much 
an inherent part of a planned 
campaign that whilst advertising 
expenditure as a whole expands, 
it 1s unlikely that money spent on 
these will be less.” 

J, P. McNulty: “ As advertis- 
ing space in the national press is 
still to some extent in a seller's 
market, the advertiser has been 
forced to use other media to a 
greater extent than he did when 
such space was freely available. 
Hence the greater share of appro- 

iations which has been gained 

y poster site owners, provincial 
press, technical press, screen 
advertising, direct mail, etc. If 
the newspaper print situation 
improves, and there is a good 
chance that it will, more national 
press advertising will be used, 
with the result that other media 
will correspondingly suffer. 

“It must be pointed out, how- 
ever, that total appropriations 
show a tendency to increase and 
the sharing out of appropriations 
between various media does not 
necessarily mean a cut in expendi- 
ture to any particular medium.” 


@ Continued from page 558 
Agents’ views on 
commercial TV 


anticipate the impact on other 
media will be temporary.” 

Derek J. Roe (F. John Roe, 
Ltd.): “The country is ready for 
an increase in advertising expen- 
diture. TV will provide an 
efficient outlet. It will stimulate 
interest and activity in advertising 
generally for the good of all. 
Some media may suffer individu- 
ally, but this is only part of the 
continuous healthy trend in adver- 
tising. Some advertisers have 
TV material readily available 
already!” 

Brian F. MacCabe (Foote, 
Cone & Belding, Ltd.) : “I don’t 
think many advertisers will in- 
crease their budgets to pay for 
TV in the first year, though they 
may well do so in subsequent 
years. A number of advertisers 
whose budgets run from January 
to December are planning their 
1955 appropriations to cover TV 
costs in the latter part of the 
year.” 

Claude Simmonds (The Winter 
Thomas Co., Ltd.): “ Commercial 
TV is bound to affect commercial 
radio.” 

Derek Roe (F. John Roe, Ltd.): 
“The decision to introduce com 
mercial TV has helped to attract 
considerable interest and business 
towards commercial radio, and 
this trend should continue.” 

E. Searle Austin (W. H. Gol- 
lings & Associates, Ltd.): “A 
considerable number of adver- 
tisers are prepared to invest a 
thousand or two to make experi- 
mental programmes, but since the 
medium will be used mainly by 
big advertisers this does not repre- 
sent any considerable percentage 
of their appropriations.” 

. J. Ornstein (Max Ritson & 
Partners, Ltd.): “Weaker media 
will suffer. The strong press 
media already have more adver- 
tising than they can publish.” 

V. K. Watson (Erwin Wasey & 
Co., Ltd): “Long - term, the 
growth of advertising appropria- 
tions as a whole will enable com- 
mercial TV to achieve its neces- 
sary revenue without adverse 
effects on other media.” 

E. G. Walker (Rumble, Crow- 
ther & Nicholas, Ltd.): “Towards 
the end of next year certain mar- 
ginal publications may fin 
demand for space falling off.” 


EXPORT ADVERTISING : NO CHANGE 


nue agents nearly all say 
there should be an increase 
in expenditure on export adver- 
tising. But neither they nor the 
advertisers believe there will 
be any marked change. Typical 
forecasts are: — 

CARS: Appropriations for ex- 

rt advertising slightly up. 

edia unchanged 

BEER : Unchanged. 

FOOD/BEVERAGES:  Frac- 
tional increase possible. Subject 
to fluctuations. 


CIGARETTES : No change. 

PENS : No increase. 

Agency comments :— 

The indications are of ecase- 
ment. 

We know of no immediate 
plans to increase export adver- 
tising. 

Restrictions are hampering the 


development of overseas markets. 


*Only one agent speaks of 
“substantially increased” alloca- 
tions for export marketing. 
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Of all women’s home monthly magazines 


(nod Housekeeping 


reaches housewives at ae 


‘eeeeeeeeee 
seeeeeeer 


the lowest cost 


per page 
per thousand readers 


Remember this when you make up your Autumn schedules. 


Olive Bird, Advertisement Manager, 
Good Housekeeping 
THE NATIONAL MAGAZINE COMPANY LIMITED, 


28-30 Grosvenor Gardens, London, S.W.1. (SLOane 4591) 


*% Hulton Readership Survey 1954. 
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Review of Advertising 


Off with its 
head! 


LMOST the first task that 

I ever undertook in an 
advertising agency was the 
production and to a large 
extent the writing, of a house- 
organ. It was already mori- 
bund and | proved to be 
retty good at undertaking, 
or it was dead and decently 
buried in scarcely more than 
a year. 

When the press date came 
near enough for me to see the 
whites of its eyes I would 
assemble all the copy and art- 
work and take it along to my 
employer for his approval; and 
I was extremely affronted because 
he invariably searched in his 
drawer, found a blue pencil, and 
took it over to the sharpening 
maching before he had even 
glanced at the fruits of all my 
pain and toil. 

Eventually, and inevitably, I 
was goaded into losing my temper 
and saying, among other things, 
that while everyone knew that 
Barabbas was a publisher I ought 


Kent 


By COPYTASTER 


to have been warned that he also 
had the manners of Caliban. 

Fortunately, he felt more 
amused than abused, and merely 
protested that he had behaved 
in a perfectly reasonable manner. 
For 30 or 40 years he had been 
editing everything from news- 
papers and magazines to adver- 
tisements and form letters, and he 
had seldom or never come across 
——— written by a person 
below the age of 25 that he 
couldn't considerably improve by 
crossing out the first sentence or 
the first paragraph. 

Like the Queen of Hearts he 
had a slogan: Off with its Head ! 

It was a gross exaggeration, of 
course, but every copy chief will 
know just what he meant. For 
the hall-mark of the cub copy- 
writer is tardiness in coming to 
the point. He feels shy of men- 


— the product's name. 
If he had to advertise a bar- 
gain sale at the 


Bank of 


Where the hops 


come from. 


MESSENGER 


The County Paper of Kent 


HEAD OFFICE - - MAIDSTONE 
LOMOON - 60 FLEST STREET 


In the view of 
Copytaster the blue 
pencil should have 
gone through this 
copy to leave only 
the last paragraph. 
This is an extreme 
example, but not a 


great deal sillier 
than some prestige 
advertisements. 7 

rere. vee 
England with pound notes 


reduced to 15s. 11d. he would 
sidle up to the subject with a 
quotation from the poets and a 
couple of platitudes about 
seizing time by the forelock 
before he could bring himself 
to mention the sordid subject of 
money. 

As a general rule | would say 
that unless there are really 
powerful reasons against it one 
should plunge straight into one’s 
subject from the first word of 
the copy. If you write from the 
reader's point of view, discussing 
her problem and showing how 
the product solves it, you won't 
lose any readers by naming the 
goods and naming them two or 
three times in quite a short piece 
of copy. 


Let me give you an extreme 


...cuts the cost —of all calculations 


ee ee 
2) ANE RE ome Sacre 9 


"i 


example. In a business journal 
there is a full page advertisement 
with a picture of a honey bee at 
the top and the headline “A bee 
in your bonnet?” The copy 
reads as follows: — 

A mathematician once 
appointed himself technical 
consultant to the bees. He 
detected, he thought, a frac- 
tional inaccuracy in 
wonderful formula for honey- 
comb construction, But the 
problem proved so complex 
and fascinating that it attracted 
the interest of other mathe- 
maticians, Eventually, after 
elaborate calculations of 
strains, stresses and material 
strengths, the bees’ own 
formula was found to be per- 
fect. The moral, surely, is 


@ Continued on page 514 
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@ PHILIPS 


—both get the same results! 


How do advertisers judge the impact of a magazine? 
A good indication of its impact in any market is the 
number of returns a coupon advertisement ‘ pulls’. 


In the international market, a coupon advertisement 
in LIFE INTERNATIONAL and LIFE EN ESPANOL 
earlier this year has already drawn over 20,000 
replies from a single insertion — and enquiries are 
still coming in ! 

The same advertisement also appeared in three 
other magazines. The two international editions of 
LIFE developed almost three times as many replies 
as the other three—at half the cost per enquiry. 


There’s good reason for such results. With a com- 
bined circulation of over half a million copies 
every fortnight, LIFE INTERNATIONAL and LIFE EN 
ESPANOL speak with the unmatched impact of pic- 
tures to a selective and highly responsive audience 
in over 120 countries outside the U.S, and Canada. 
More than 9 out of 10 subscribers and newsstand 
buyers are in business, government and the pro- 
fessions, with incomes far above average. 


Among all international magazines, the international 
editions of LIFE offer the finest printing and colour 
reproduction and the largest page-size. These are 
translated into tremendous impact at the point-of- 
sale by a wide variety of merchandising aids. 


Because each edition has such unique advertising 
and merchandising impact, both together get out- 
standing sales results. If you are interested in sales 
results in the international market, write for ‘More 
Facts about LIFE International Editions’. 


TIME & LIFE BUILDING HEW BOND STREET LONDON Wi 
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A free 
advertising site 


just where she 
enters the shop 


REDFER 


ADVERTISING RUBBER MATS 


Advertising Managers with a sales problem on their 
mind would do well to consider these last minute re- 
minders at ‘point-of-sale’. Redfern Advertising Rubber 
Mats are welcomed by shopkeepers as part of the 
furnishing of the premises. They can carry your 
slogan, trade name or mark in any variety of colours; 
they wear so well that they will always be left on dis- 
play ; and the site is a free and permanent one—gladly 
given by the retailer. 


DOOR MATS - FLOOR MATS 
COIN MATS - DARTS MATS 
BOWLS MATS 


%& Write for foider ‘An Ad- 
vertising Manager goes 
shopping with a Consu- 
mer’, It gives complete 
details and examples in 

colour of these perman- 

ent ‘point-of-sale’ re- 
minders. Perhaps they 
could help to solve 
your sales problem. 


RUuGgeBeeER 
WATIONAL ADVERTISERS’ DIVISION . HYDE - CHESHIRE 
TPs Arthur Upten Service 


REDOPFERN' S wonmns Limited 
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| © REVIEW OF ADVERTISING—continued 


; Or open a packet 
of Spangles 


MBLTIS 


New Berry Fruits 


eomeLtis 10 


Cy ~ BEDFORD 


| These two advertisements are both striking affairs in full colour. 
| They show how colour should be used.. Copytaster had his mouth 
watering before he had finished with them. 


lain. If you haven't got a 
ee in your bonnet you need a 

Monroe Calculator on your 
desk. 

Illustrated below is_ the 
CAA-10 model, one of the 
range of nine _ calculators 
designed by Monroe to meet 
every need. A copy of an 
informative brochure “Business 
Figuring” will be gladly sent 
on request. 


Use of pencil 


| In this instance, the blue pencil 

' should have gone through all but 
the last paragraph. It is indeed 
an extreme example, but not a 
great deal sillier than some 
prestige advertisements. 

On the other hand, look at the 
most praiseworthy advertisement 
from a South African magazine 
for Fisons’ Compound Fertilisers. 
The copy is readable and enter- 
taining as well as being extremely 
persuasive, and the drawings and 
ypography are most inviting, but 

copywriter has no misgivings 
whatever about talking shop. 
“Fisons’ Compound Fe 

isers are balanced fertilisers,” 

he begins, “ and our friend the 

carpenter on this ge will 

|  ghow you with his milking stool 

| just how important this ques- 

tion of balance is.” 

| Maybe I'm wrong, but it 

occurs to me that his advertise- 

| ment is so good because the copy- 

| writer has been extremely well 


briefed. 
Next let us consider a legiti- 


mate exception — the opening 
paragraph of a mail order adver- 
tisement for an orchard: 

“{ have never forgotten that 
first sweet taste.” 

It is over 25 years since | 
first ate that extraordinary 
fruit. It seemed to burst in 
my hand. Honey-sweet juice 
splashed over my chin and 
through my fingers. I gurgled 
like a small boy plunging his 
face into a fat water melon. 
Never shall I forget that first 
sweet taste. 

This strikes me as superlative 
copywriting, full of interest, per- 
suasive, and convincing. Notice 
how the highly individual and 
muscular style comes from the 
use of strong verbs such as burst, 
splashed, and gurgled—rather 

an from adjectives or allitera- 
tion. Later in the copy the writer 
was describing some grape fruit: 
“When they ate large slices of our 
Champion Wahero Grapefruit 
they became eloquent with praise. 
Nobody asked for the sugar.” 

Isn't that more eyctpem She 
a score of honeyed or i 
adjectives could ever be ? 

Finally I ask you to admire 
this Spangles advertisement—a 
most striking affair in full colour. 

curious chance it was imme- 


diately followed in my striking half page 
by an equally striking 
for Meltis New Berry Fratts 


Ps Me A i - 0 coke i —a W 
me tg : - alte 
SN ee 564 es 
a ee 
Aik ! 
a | ay ° ae al . 7 * e & id 
yo, | basa. 7 -. Fy ee ine Le... ie 
me i wags. Z “=a 
=, | b Poel an oo: a 
$ | & i ae ae 
é ee ‘Squeeze a €.% 
3 2 6 —— — ‘af 
7 a | | 4 
ve 2 oe Pick a RS hes es baat 
i.e id Slice a ake : ore &. contre. 
>. iit ie. 
aa : ' coh) Se 
i : 4 7 Ee “ % . " 
| | : y . SO ae 
| : &@g 4 y 
—  #« | _ 
: | a. . 
t ° ; ; i, 
emt 
7 : < 2 . ANOLOWDON 
44 . 
Ce, a 
- bee _ 
a oa 
Re is 
ee pag a \~ 
oo” 7 
; Monet = aii 
ee = 2 is 
a ge eS a 
noone \ one Sede — 
“ ‘eB Poe i eg 
\ Batre Wie i eae > 
m te \ ey RI gO 
“ 7 ; we “ ike hey > : + 
ee COG eS oo 
% ‘ a ey =a eg Pr 9s) Aus hes ae 
ae 
# Wie == " = : 
e.. VION ae Ge 
< VES ~~ “a + 
o | . ad 
ag : 
of on ‘ ann Ee ee showing Munialure raspocirics, 
ait lemons, greengages and oranges 
a inside the sweets. 
c_ . This is the way to use colour. 
Rig AMES a Sees eS ie. os  ” me oS ? 


i g 
a 
x 
$ 
‘he 
m9 
- 
i ‘ 
it 
- 


ADVERTISER'S WEEKLY 


_ and other well-designed point-otsle aids nal 
‘types of. iaterial, 


- $TAND No. 17 
NATIONAL DISPLAY EXHIBITION 


NEW HORTICULTURAL HALL - WESTMINSTER 
20th- 24th SEPTEMBER 


‘SHOWCARDS - SIGNS - DISPLAYS 


ACME SHOWCARD & SIGN COMPANY LIMITED | 


Showrooms: 9 South Molton Street, London, W.1 TelephonexorOgyenor 7458 
Head Office & Works: Paragon Wks., Enfield, Middx. Telephone: noward 1651 
Showrooms also at Crown Buildings, James Watt St., Birmingham 4 Tel. -Central-2325 
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lll 


we don’t 
say we’re 
the cat’s 


whiskers 


That sort of claim gets you 


nowhere. What we do say is that as a direct mail 


agency we have roots but no grass underfoot. And in 


case we've ever given you the impression we're a 
high falutin crowd that think of nothing less than 


ten-shot campaigns in six colours, let’s say this: At 


CL we lavish as much care and attention on the 


straightforward facsimile letter, list-building, address- 


ing and mailing jobs as we do on those campaigns 


which bear our creative thumbprint. In fact our 


departments for handling this kind of work have been 


expanded to give a better than ever service. So if you’ ve 
any mailing jobs on hand we'd like to hear of them. 


CL 


About those roots — they go back 
to 1901. Our latest FACTS AND FIG- 
URES shows how we've moved with 
the times. It’s yours for the asking. 


CHADWICK-LATZ LIMITED 
Creators and Distributors of Direct Advertising 


Alexander House : Shaftesbury Avenue .WC2 Temple Bar 2641 


Review of House Organs 
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| Always make the work of 


your contributors easy 


| organs 


HE biggest surprise in the 
latest batch of house 
was a dramatic con- 
between one famous 
and most others in 


trast 
journal 


_ their attitude towards reader 
| contributions. 


A majority of house or 
invite contributions from readers 
and try to make the process of 


| contributing as easy as possible. 


Some editors plead with their 
readers issue after issue without, 
apparently, getting the stuff they 
want. 

But not National Post 
(National Magazine Company). 

A recent issue carried a loose 
inset requesting “that all corre- 
spondence in connection with 
items published or proposed for 
publication in the National Post 
or the NCR Factory Post should 
be addressed to the editor (Peter 
W. Flower) with a copy to Denis 
A. C. Butlin (manager, advertis- 
ing and public relations, Great 
Britain).” 

The reason given for this most 
unusual request is that “This pro- 
cedure will ensure that all corre- 
spondence received will 
acknowledged immediately, and 
that matters dealt with therein 
are handled in the most efficient 
manner, notwithstanding the pos- 
sible absence of individual mem- 
bers of the editorial staff.” 

The request is printed in four 
languages — English, Spanish, 
French and German. 

_ 1 wonder what office strategy 

is behind this. Isn't it more 


How the editor of “Carboran- 
dums” invited readers to express 
their views about the features. 


By BRIAN HILTON 
Goodyear SHOE REPAI 
Gazette CHAMPIONS 
=: ® ~~ GOODYEAR Ce 
73 URGES SS 
: ‘Hello’ : - Mes 


~— -~ 


A section of the front page of 

“Goodyear Gazette.”. Undaunted 

by irrelevance the bathing nymph 
is presented. 


than a little pompous? Isn't 

it also unreasonable to expect 

people who write slowly 
with difficulty anyway to write 
everything out twice merely to 
feed an appetite for bigger and 
better systems ? 

The reason offered is quite 
inadequate. No business man 
expects correspondence in dupli- 
cate because somebody may be 
away from the office. 


Here 1s another contrast. 

As its lead story in a recent 
issue, the Wingfoot Clan (Good- 
year) carried an article headed 
“Do you cross Stafford Road?” 
It urged readers to use the 
pedestrian crossing outside the 
gates, pointing out that it had 
been resited for the convenience 
and safety of the factory 
employees. Accompanying the 
article was a series of photographs 
showing how folk getting off the 
bus wandered across the road 
some yards away from the cross- 
ing. A salutary and thoughtful 
article. 

In contrast, the cover of 
Northern Lights (North West, 
Merseyside and North Wales 
Division of the British Electricity 
Authority) had a coloured draw- 
ing of a car coming towards the 
reader round a bend in a lane, 
while a motor cycle had just 


@ Continued on page 568 
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Buy a guaranteed 1,000,000 sale 
—and The Reader’s Digest throws in 


attentive and valuable readership. 


some unusual values 


eS eee ee 
What happens when it does this so successfully that it also achieves a mass 


circulation? Here’s what this unusual combination offers the advertiser: 


I To advertisers of everyday 
products— a medium that 
carries conviction 


Many a campaign for an everyday 
product never quite succeeds in carry- 
ing conviction. In the normal struggle 
for hasty attention, it may be forced to 
shout its message, in big headlines, 
brisk slogans. 

A good shout is a fine thing — it gets 
its effect. It often sends the customer in 
to buy. But it’s not really the way to 
tell a story convincingly —so that he, or 
she, will be proof against someone 
else’s louder shout next day. 

In The Reader’s Digest you can 
speak persuasively and convincingly to 


NO TRICKS. No bathing beauties or scare 


iotenahe tl 
on request: “ Readership 


giving comparative 
figures for a number of magazines, based 


: 
Wahi 


Z E YA 
ZZ Z = 
A * / 
: z 
= 
— 


‘ 


KUM YUH 


several million people who make time 
for reading because they /ike it. By 
reaching a receptive audience of this 
size and character, you underpin with 
conviction the rest of your mass cam- 
paign, and add incalculably to its effect. 


2 To advertisers of higher-priced 
goods and services — 
wide coverage in a medium 
that’s right for the job 


The Reader’s Digest is a well-proven 
medium for selling anything that, to 
the family or individual, represents an 
important purchase. From a camera to 
a holiday cruise, these purchases are 
pondered, planned. The advertise- 
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The Reader’s Digest 


THE ADVERTISEMENT DIRECTOR, | ALBEMARLE STREET, LONDON, W.! 
TELEPHONE; GROSVENOR 4738 


ments are carefully studied—and no- 
where more carefully than in this 
magazine edited for reading. 

With its million sale, The Reader's 
Digest gives wide coverage of the 
“important purchase” market; deep 
penetration, too, since it is designed 
for thorough, leisurely reading by all 
the family. For many advertisers in 
this field, it is a campaign in itself. 


3 To all advertisers—an 
exceptional chance of readership 


among people apt to 
influence others 


When the articles and stories in a mag- 
azine are edited entirely for people 
who can and do read—and love it, as 
the sales show !——isn't it likely that, in 
this company, the advertisements, too, 
will have the best possible chance of 
being read? 

Not only that. Those who so much 
enjoy The Reader’s Digest month after 
month are essentially people who like 
to keep up with the world, They're in- 
terested in everything—the latest in 
science, in medicine, in many other 
fields. They are receptive to ideas. 

And, as such, they are a little more 
alert than others. In trying and buying 
new things, they are likely to lead, 
while their friends follow. 


ADVERTISEMENT RATES 
October 1954 


£ 
Pull page, black & white - «= «= 638 
o wo» 2colour- - -.2 © = 
oo o S00lewr = © © © « - 70 
Half-page, black & white - - - - 350 
o - Se « eee =e 
Spread, black & white - - «© + ~- 1,050 
»  2eolour- - - - + «+ +1,080 
» “colour- - + + + -1,280 


“BUY-LINES”— Alison Grey's sensationally 
successful editorial-style feature. Rate in- 
cluding art and blocks — £175 


Note that a 4-colour page costs only 20°, above 
basic black-and-white rate — and 2-colour (any 
2nd colour you choose) only 4%, above. 10, 
extra for bleed, on half or full pages. All rates 
are for a guaranteed | 000,000 average monthly 
net paid sale. 
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MERCURY 


4 
LONDON. C. P, AR. CRANE, y 
44, FLEET STREET, £.C.4 TEL, CEN. 6820 


+ 
) Dratting Card 


atco 


The perfect surface for airbrush or line work 
with reproduction qualities of the highest class, 
plus a drawing surface on the reverse side for 
pencil, pen or wash. 


DS DRAFTING CARD 
is supplied by the dis- 
tributors of Kodatrace 
and you are invited to 
send for descriptive 
leaflet and free test 
samples of both 
materials, 
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SOLE OSTRIBUTORS 


H. C, STERN, CRAVEN HOUSE, 121 KINGSWAY, LONDON, W.C.2 
- Telephone: HOL 6086 
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* REVIEW OF HOUSE ORGANS—continued 


A double page spread from “Platts Bulletin.” Excellent use has 
been made of model photography to suggest improved machine shop 


layout. 


The potential of this technique of pictorial demonstration 


is well worth exploring by industrial editors. 


passed it going in the opposite 
direction. The car driver had 
taken his right hand from the 
wheel to wave to the motor cyclist 
and had looked round as he did 
so; the motor cyclist, — 
at > ye was looking right r 


at the car. 
Mr. Editor, please re-read your 
Highway Code. 
* * * 


Tue same issue of Northern 
Lights reports a development of 
the excellent feature “Mr. Cooper 
answers Your Questions,” on 
which I commented recently. 
This is the best “Answers to 
correspondents” feature in British 
industrial journalism. The July 
issue carried 19 searching ques- 
tions and completely frank 
replies on all kinds of matters 
affecting work and emvloyment— 
with a few non-official ones 
thrown in. 

The August issue reported on 
a question session held in the 
flesh. The anxious inquirers met 
Mr. Cooper and two management 
colleagues in debate. 

- + * 

A Recent issue of Carboran- 
doms (Carborundum Company 
Ltd.) carried a questionnaire 
asking readers what they want to 
see in the magazine. I thought it 
worth asking Mona Smith, the 
editor, what had been the result. 
I am grateful for her frank reply 
in which she wrote: 

“I was not overwhelmed with 
replies to the questionnaire, but 
this does not mean that the 
magazine is not porn, People 
are generally rather lazy when it 
comes to putting pen to paper, 
even though it is made easy for 
them, and they hesitate to criti- 
cise something they feel they can- 
not do themselves. 

“From the replies I did get, I 
learned that everyone, without 
exception, takes home their copy, 
sometimes buying extra ones to 
send to friends in other districts 


or countries ; and that the maga- 
iteeeeeen 


zine as it is now made up does 
interest them and that publishing 
day is looked forward to. 

“The gossip columns and 
‘Spotlight’ on our own people are 
eagerly read, but at the same 
time the wider outlook of the 
travel articles, technical articles 
and film and book reviews is 
appreciated. 

“Our readers also enjoy the 
editorial comments, and even 
enjoy the fact that I sometimes 
have a dig at them, but a ‘pep’ 
talk would be very unpopular 
and the magazine is never used 
for this purpose. The women’s 
page is very popular, as are the 
photographs, and the introduc- 
tion of colour has been univers- 
ally admired. 

“Of competitions, Holiday 
Snapshots is always the most 
popular.” 

” * * 


CHEESECAKE OR no cheesecake? 
This question will never get a 
final answer. 

But for his August number the 
editor of Goodyear Gazette 
(which goes to the trade) decided 
in favour. His front page carried 
a large photograph of a Holly- 
wood bathing nymph which has 
nothing whatever to do with 
leather, rubber or shoe repairing. 

It’s just nice to look at. 

This issue was particularly 
lively; maybe the staff was in 

liday mood. 

* * - 


EXCELLENT USE of model 
photography has been made in 
Platts Bulletin. Platt Bros. (Sales) 
Ltd., of Oldham, sell textile 
machinery made by a group of 
companies. Recent research has 
suggested improvements in the 
layout of machine shops. Ortho- 
dox and new layouts were built 
up from standard unjt, models 
and photographed for reéproduc- 
tion in- the journal. They not 
only did the job well, but they 
looked extremely interesting. 
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THIS EXECUTIVE Is 


SEEING YOUR SALESMAN 


What other salesman can get the ear 
of Top Management on the way to 
the office? Even before the executive 
is swept into the bustle of his daily 
work he reads THE FINANCIAL TIMES; 
at breakfast, on the train, or in his 
car. There is no surer way of getting 
known in the offices and board 
rooms where the big buying decis- 
ions are made than through the 
columns of THE FINANCIAL TIMES. 


THE FINANCIAL TIMES 


INDUSTRY + COMMERCE + PUBLIC AFFAIRS 
reaches Top Management every day 


an SIDNEY HENSCHEL * ADVERTISEMENT DIRECTOR - 72 COLEMAN STREET ~- LONDON E.C.2. 


z 
; - im — om - as . eeenteieis a 
rT. x7 - . 
4 j ——o ’ > a 
C7 . - 7 - 
; Z as ae is 
. se a z 4 - Pa ; ‘ : ; 
= =) \. ao 3 s 
a, Nee lUlUlt(“‘<é‘“ K*C‘( | 4 
hy Pons VE ’ ' : 
y = . ») if 5 ss 
a % a —— a“ | . 
’ : y ; ae oo 4 vee ~~ ne aa / 
| ‘ ee me fy ae 
| a So a eee 
f ; ag a — 
Fi \ ge “— —_ 
: i 4 ; ee — —— 
. "i , q >. 
F-~ ae j 
= = ‘ ? 4 3 
, ta Sr » Sy ‘ a 
““— 7 
an "i 
(TE EOS (va Ke (Ara eS Tr Ca \ Oy T-% * 
ERAN ON CaN GA Be : 
' d BS ae ae —< a 
Ce ww ee ge “a 
oe Soa, a". Se . 
5 ae 4 
=. ne a 
—d = ¥ 16% ae 
~ eet, ge - 
Ee i eg 7 4 a 
eae - i fa > a - 
% % aa es Dm F 
¥ ‘i Ss . 
. a - ¥ ae : 
ee me .. 
243 
\\\ | 
\ 
A 
v9 . 
gaa. ee a 7 oh ' _ 
i : alt ay “Feiaduies, —_ pr See ae 7 Pat Fh, + ERS nS - 4 ya ao 
ce. ——— a ie 2 mee i ee | eee 


‘a ¥ or. we 
Rea Le apes 


sane 


a 
ae ak a 


ADVERTISER'S WEEKLY 


Public Relations 


How to brighten up the 
campaign against polio 


T all started out as a little 
friendly professional PR 
argument between Thomas Reid 
Burnett, national campaign direc- 
tor for the National Fund for 
Polio Research and a few of his 
associates, namely, “ because it 
could be done in United States 
or Canada that was no assurance 
that it could be done in Great 
Britain.” 


Organs and beer 

But the resulting 15 ess 
photographs, three of them front 
page placements and 14 articles 
with headlines like “Go-ahead 
Brighton's lead in polio fight,” 
“Five stars tour Brighton inns to 
aid polio research,” “Barrel 
organs and beer—both helped the 
polio cause,” all went to prove 
that even Canadian trained public 
relations man Burnett was wrong, 
and that it could happen over 
here, but happen sicorr and 
BETTER 


The argument began before the 
launching of Brighton's “People 
against polio” week, It had less 
than seven days spent on its set- 
up and organisation. 


One of the local theatre mana- 
gers, along with the mayor, set 
the pace. His worship gave 
“Polio week” his blessing, and 
then the entire theatrical industry 
in Brighton supplied instant am- 
munition to load the publicity 
guns for the actual drive. By 
using a simple barrel organ, en- 
thusiasm of the stars and casts of 
the many shows, the National 
Fund for Poliomyelitis Research 
besieged the front at Brighton 
each noon hour to entertain the 
crowds and collect pennies for 
polio, Other Brighton person- 
alities _—_ the bug and the 
Regent Ballroom, encouraged by 
local stars’ offers to perform at a 
special cabaret, sponsored a 
“People against polio” dance 
that attracted 1,200 persons, 

To top off the week six 
celebrities (Shelley Winters, John 
Gregson, Elizabeth Welch, 
Adrienne Corri, -Jon Shepherd 
and Walter Crisham) motored 
down from London on Friday to 
do an old fashioned “pub crawl” 
of six Brighton pubs. 


For the seven days before and 
every day during the drive the 


two NFPR organisers worked 15 
hours daily. “The answer to a 
really successful city-wide week 
must be a great multitude of 
volunteer workers donating time 
and enthusiasm,” says Mr. 


Burnett. “Imagine what three 
months of planning and co- 
ordinating could have done in 
Brighton, combining the theatre 
with the greyhound races,’ the 
local sports events, the racing 
meet, the cinemas, the pubs, the 
amusements along the front and 
the hotels. There is no doubt 
about it that a seaside city in 
United States could never com- 
pete with that programme of 
activities ; American __ seaside 
towns are lucky to have one 
theatre, one star, three movies, 
two ballrooms and maybe one 
track.” 


Actor Philip Stainton, watched 
by Reg Dixon, drinks from a yard 
of ale. 


One of the regular barrel organ 
tours. Max Bygraves is seen turn- 
ing the handle. 


Balloons in your next cam 
samples — with prices. 


There’s double impact in 


ARIEL ADVERTISING BALLOONS 


All over the world, Ariel Advertising Balloons are doing a 
powerful selling job. Their brilliant colours and gaily printed 
messages are seen and noticed by everybody in the streets. And 
when they’re taken home, they keep the name of your product 
constantly before your customers. 
What other medium gives you this double advertising impact ? What 
other medium offers a mass circulation at such low cost 

Ariel Advertising Balloons are bigger, stronger, more sales 

than ever before. There are shapes and sizes and colours to suit 
every advertising job. Make sure you include Ariel Advertising 
paign. We shall be glad to send you some 
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Selling to the Key Men 


IN INDUSTRY, COMMERCE and FINANCE 


A Readership Survey* completed in 
July 1954 gives these important facts : 


% 71% of INVESTORS’ CHRONICLE readers are company directors 
and executives in Commerce, Industry and Finance. 


% 81% of readers have shares in many companies, 34°), of them in 
from 6 to 20 companies, 37% im more than 20. 


1” 80°, of readers rely on the INVESTORS’ CHRONICLE as a guide 
to their investment dealings. The survey also states “A high proportion 
of readers looked to the paper for general economic and industrial 
information.” 


%*% 67% of readers have taken the INVESTORS’ CHRONICLE for 6 
years and upwards. 


THE INVESTORS’ CHRONICLE thus takes your advertisements 
direct to the men who matter. 


It has an A.B.C. Certified Net Sale (Jan./July 1954) 
of 19,506 copies weekly — more than twice the sale of 
any other financial weekly. 


The Investors’ CHRONICLE is the only financial weekly offering you 
an A.B.C. certified net sale figure. At £60 a page, surely the most 
economical way of bringing a wide variety of goods and services to the 
attention of men of substance and influence. 


* Conducted by Research Services Lid. in London and S.B. England. 


Space Buyers and Advertisers are invited to write or ‘phone George 
Bullock, the Advertisement Director, for full information. 


INVESTORS’ CHRONICLE 


The Investment Weekly with the largest virculation and the longest record of sound opinion. 


GROCERS’ HALL COURT, LONDON E.C.2 « MONARCH 8833 
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THE NORTHERN WHIG 


hates and Details from 
ae T STREET \ D OF 
ie? ONECG ¢* BRIDGES™ 
e PHONE: CENTRAL 9179 PHONE: BELFA 


m =| REPORTER 
m | RECORD 
m | SALES 


“Taal JAN — JUNE 1954 


$0. ST. HELENS AND DISTRICT 


RE AAR V-E 


PRESCOT AND HUYTON 


m" |REPORTER 
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to a publicity club 


DVERTISING men here, 


like other Scots, feel 
that this country gets much 
less attention from the 


national press than her status 
as a nation, her population 
and her industrial and com- 


mercial importance entitle 
her to. 
That was one reason why 


those to whom I have mentioned 
this new monthly column have 
welcomed the project. 

But the comparative fewness 
of advertising men’s organisa- 
tions and collective activities 
gives me a harder row to hoe 
than has Eddie MacSweency who 
writes the similar Dublin letter. 
Glasgow and Aberdeen have 
Publicity Clubs but Edinburgh 
has no formal link for her 
numerous advertising men. A 
Publicity Club was started there 
before the war. It died of 
apathy. Two or three years ago 
George Spencer, advertising man- 
ager of the Scotsman, and a num- 
ber of agents met an Advertising 
Association representative to dis- 
cuss the possibility of a revival. 
They decided that there was 
insufficient support. 

There the matter rests at pre- 
sent. 

Meanwhile discussions are 
going on with the view to start- 
ing a Publicity Club in Dundee, 
and that go-ahead city looks like 
beating the capital to it. 


Client-stealing fears 


Is it, as I have heard suggested, 
mutual suspicions between some 
of the agencies that hold up co- 
operation in Edinburgh for 
mutual benefit? Even in Glas- 
gow, where they do get together 
much more, I have heard talk of 
client-stealing. 

An agent, who was most help- 
ful in providing me _ with 
information for a recent ADVER- 
TISER’s WEEKLY article, asked me 
not to mention that he handled 
certain accounts. In explanation 
of this queer secrecy he (let us 
call him J, as it is not his initial) 
told me a little story. 

Quite recently another agent 
wrote to onc of his clients saying 
that J had another account in the 
same field, and so would not be 
able to give him the kind of 
exclusive service his product 
needed. J kept the client, but he 
resents this unethical move by a 
competitor. 


In this atmosphere it is not 


80 easy to get co-operation, and 
a lot of it will be needed if 
Scotland is to pull its weight in 
the Advertising Association’s 
campaign to advertise advertis- 


ing. 

I hasten to add that it is not 
this cause which has led to some 
delay in the two Scottish Pub- 
licity Clubs getting down to this, 
but the holiday season. 


Good co-operation 


A good example of co-opera- 
tion between competitors was the 
liaison between agents in connec- 
tion with the Scottish Industries 
Exhibition, now ending, which 
has been handled by the Scottish 
Branch of the Institute of Incor- 
porated Practitioners in Advertis- 
ing. The branch secretary, 
Norman McGregor Thomson, of 
McInnes Thomson Advertising, 
tells me they have all worked to- 
gether very happily, convinced 
that they are “helping Scotland.” 

But some agents have told me 
they hope that next time Scotland 
runs an exhibition there will be 
more money to spend on press 
advertising. . 

Donald Howat, of Glasgow, 
believes that his Scottish fellow- 
agents should be doing more as 
indivjduals to advertise advertis- 
ing. He points out that for a 
good many years now he has 
been advertising his own services 
in the lay press—the Glasgow 
Herald—and that he owes a 
number of clients to the practice. 


show that they believe in 
advertising.” 
IPR move 


In the public relations field 
Scotland is certainly lagging, and 
some people blame the reluctance 
of business-men, industrialists 
and local authorities to spend 
money on something that cannot 
be weighed or easily assessed. 

The other day a visiting PRO 
from London asked me to find 
him somebody who could handle 
an area blitz campaign for a food 
product. Several Glasgow adver- 


tising agencies have or are 
developing public relations 
departments, but he did not 


want an agency. Eventually he 
fixed up with a man who came 
up here from south of the border 
fairly recently. 
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? tycoons saw 


) 


in their favourite paper 


COONS are particularly receptive to new ideas, new methods of 


‘ getting things done more efficiently, more economically —and they * Godbolds Ltd. are the 
are as receptive in the barber’s chair as in their private sanctums. Sa loeat ener eel 
, 50,000 tycoons read THE ECONOMIST (ABC net sale 50,640) in business and Erwin Wasey & 
) ’ hours and out of them. No wonder it is selected by Philips Electrical ca a Paige 
t 


and the Reed Paper Group* for their advertising. 


22 RYDER STREET * ST JAMES’S SWI - WHITEHALL I§it 
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Advertising Case History—59 


Exotic-sounding name aids 
sale of new deodorant 


The co-ordination of all the elements of packaging, design and advertising, 
together with the careful choice of brand name, gave the launching of a new 
toilet product very considerable impact. 


IN the new deodorant 
styled “Body Mist” was 
well established in South 
Africa, Horace Coaker, owner 
of the formula, began to think 
of invading the British market. 
He was advised by his publicity 
ents, P. N. Barrett Company 
(Pty) Ltd., of Cape Town, to get 
into touch with their London 
associates, W. §. Crawford Ltd. 
So WHerace Coaker came to 
London and called at the Craw- 
ford o 


All-embracing task 

It is rare that an advertisin 
agency is entrusted with the all- 
embracing task of launching a 
product completely new to a 
country, and of designing its con- 
tainer, its package, its show cards 
as well as its whole advertising, 
and before tackling this compre- 
hensive problem, Crawfords took 


a good long look—and sniff—at 
the product. 

It was found that “Body Mist” 
was all that a hygienic deodorant 
should be. It was not claimed 
that it “stops rspiration”—a 
claim that would, if true, prove 
the product injurious to health. 
But it was proved to eliminate 
the smell arising from acid 
perspiration and—a particularly 
attractive feature—to retain its 

rotective fragrance throughout 

4 hours, 

Before accepting the assignment 
Crawfords also made a prelimi- 
nary market investigation and, 
being satisfied that there was a 
genuine demand for such a pro- 
duct, proceeded with the design, 
in close co-operation with its 
design unit, Sir William Crawford 
& Partners Ltd. 


The name of the product, 


“Body Mist,” could not be regis- 
tered as a trademark, so the 


additional trade name “du lundi” 
was devised. This exotic-sounding 
title owes its origin to the fact 
that its creator, a discriminating 
and voracious reader, had been 
impressed by Alphonse Daudet’s 
Contes du Lundi. 


Average woman 


While “du lundi” by itself would 
obviously not mean very much to 
the average woman customer in 
English-speaking countries, who 
may well pronounce it something 
like “Doo lunday,” it was felt 
that the foreign designation, far 
from being a handicap, was an 
added attraction. 

The first task Crawfords set 
their design unit was the creation 
of an adequate container. In 
South Africa, the product had 
been sold in a glass bottle with 
a separate spray, but it was felt 
that, for marketing in this 
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country, a spray container would 
be more suitable. 

After careful investigation; the 
material chosen was lythene, 
a plastic material hitherto 
mainly in the luxury cosmetic 
class. Polythene was felt to be 

rticularly appealing to women 
| een of its lightness, pleasant 
“feel,” and also because it does 
not break during travel. 


Leading fashion shade 


The colour selected was lilac, 
which is not only one of the lead- 
ing fashion shades, but also adds 
an air of distinction to the con- 
tainer, and is both unusual and 
eye-catching. 

The spray-container was given 
a shape both pleasing and handy 
for light squeezing. The surface 
was stippled, with the name in 
an oval surrounded by an aureole 
of small stars. The name was put 
in sans serif letters over a smooth 
background, with the words 
“Body Mist” superimposed and 
separated by a thin line. 

As an added point-of-sales 
help, a collar card was devised 
which features the product name 
and price boldly on the front. 
Instructions for use were printed 
in two colours—lilac and black 
~—at the back. The bottles, com- 
plete with their collar cards, can 
either be displayed individually 
or affixed to a display show-card 
(also created by Sir William 
Crawford & Partners). The spray 
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Getting your story. 


<< 


CIRCULATES IN 


Barnes . Mortlake 
Kensington . Putney 


St. Marylebone 
Harlesden. Hanwell 


———— 


-_— 


Not content with presenting the local reader with his news and 
information regarding his entertainment, etc., this oldest family 
newspaper covering the vast reaches of Western London has 
a special ‘‘space appeal’’ for the advertiser. 
West London Observer offers the utmost value per advertising ¢. 


Furthermore, the 


Shepherd's Bush Chiswick.Hounslow 
Richmond . Fulham Bayswater . Brent- 
Notting Hill.Acton ford. W. Kensington 
Paddington . Ham- East Sheen 

mersmith ,Southall Knightsbridge. Kew 


CIRCULATION 21,576 


A.B.C. 


% Send for Rate Card and Voucher to : 
THE WEST LONDON OBSERVER 


Gest Dordon Obserber 


16 QUEEN CAROLINE ST. LONDON W646. RiVerside 1451. 
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FOR AN INTRIGUING DISPLAY OF SILK SCREEN PRINTING 


COME AND SEE US 


at the 


NATIONAL 
DISPLAY 
EXHIBITION 


at the | 
H 
ROYAL HORTICULTURAL SOCIETY’S NEW HALL i quale ened. rod ag 


more and more prizes for our 


GREYCOAT STREET, WESTMINSTER, S.W.1 (Sh, fam “oka Pawn 


proof positive that we have an 


SEPTEMBER 20th— 24th Oa + 


Display Coals Lid 88 ACRE LANE + LONDON + SW2 


BRI 7871 (4 LINES) 
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FREE APPROVAL is the best test of value 


PRINTING DESIGN 
AND LAYOUT 


VINCENT STEER’S monumental book 
tells you all you want to know about layout, typography, 


process work, paper, colour and the various forms of | 
The chapters on | 


press and direct-by-mail advertising. 
Dramatising the Advertiser's Message, the Principles of Type 
Selection, and the Romance of Type Design will give you the 
essential background you need to gain mastery over type. Sir 
Francis Meynell says “I have read many books on the subject 
and once even wrote one myself. I make no exception when 
I say that Mr. Steer’s seems miles the best.” 


HERE ARE SOME OF THE SUBJECTS COVERED IN THE 17 CHAPTERS 


TRAINING THE MIND TO VISUALISE LIMELIGHT OF THE 
CALLIGRAPHY . TYPE DESIGN . L , 
USE OF PRINTER'S RULES . TYPE CALCULATIONS . 
DRAMATISING THE ADVERTISER'S MESSAGE . CHOOSING 

PAPER . BOOK TYPOGRAPHY COMMERCIAL TYPOGRAPHY 
SELECTION CHART , 48 COPY-FITTING CHARTS , INTERNATIONAL PARADE 
OF 500 TYPEFACES. 


~~ ———~~-=----FREE EXAMINATION. OFFER- 
Te VIRTUE & ©O., LTD., AW Dept., 53 Upper Partiament Street, 
Please send me PRINTING DESIGN AND PAYOUT, in 1 volume. 
ft in ome week or send you 10/- deposit and 4 further 

(Cash Price 47/6). 


And Now.... 
TAKING IN OLDBURY 


THE 


BIRMINGHAM NEWS 


has added to its series 
the old-established 


OLDBURY WEEKLY NEWS 


The *' Birmingham News” Series thus covers not only PROS- 

PEROUS BIRMINGHAM and the flourishing agricultural areas 

of NORTH WARWICKSHIRE, but also the thriving Industrial 

Belt of the Black Country—OLDBURY, SMETHWICK and 

WEST BROMWICH with their TOTAL POPULATION of 
220,000 PEOPLE 


% The series sale already exceeds 32,000 


At 14/6 per single-column inch 
We are more than ever essential in any 


MIDLAND or NATIONAL CAMPAIGN 


143 Fleet Street, E.C.4 CENtral 2665 
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© EXOTIC NAME AIDS SALE—continued 
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A selection of some of the advertising material prepared by Crawfords 
in the campaign to launch the new deodorant. A special feature was 
made of the “squeeze-it” type of container. 


containers are “hermetically 
closed by a white polythene 
screw cap. 


Swift completion 


The designs for the container, 
the collar cards and the show 
cards were completed within 10 
days. The “poly-tainers,” as the 
containers made by Industrial 
Appliances, Ltd., are technically 
called, and their caps (made by 
John Dale, Ltd.) were in mass 

roduction less than six months 
ater. 

The launching of the deodor- 
ant was announced to the trade 
by an attractive folder repro- 
ducing the container and its 
display cards. Two sizes, retail- 
ing respectively at 4s. 6d. and 
7s. 6d., were offered. The folder 
also announced a large-scale 
launching campaign, in the shape 
of dominating advertisements to 
appear in the Daily Mail, Daily 
Mirror, Woman, Woman's Own, 
and Vogue, reaching an audience 
of nearly 12 million. 

The advertisements recall the 


design of the container and 
emphasise the name plate with 
its surrounding stars and distinc- 
tive lettering. The copy an- 
nounces the presentation to the 
woman world of a “flower-fresh” 
all-over deodorant as a “24-hour 
protector,” the fragrance of 
which never stales and never 
clashes with other perfumes. The 
effective slogan “Daily spray— 
fresh all day” helps further to 
carry the message. 


Powerful total impact 


The co-ordination of all 
elements of packaging, design 
and advertising has contributed 
powerfully to the total impact of 
the launching campaign. 

So far as can be ascertained so 
near the start of the campaign, 
it has been highly successful. All 
leading chemists and stores in 
Britain are now stocking the new 
deodorant. Many repeat orders 
have already been received. The 
formula: good product plus 
good design plus good advertising 
is once again proving irresistible. 


High praise’ for advertising 


HE IMPORTANCE of 

advertising to the life of 

the nation has been eloquently 

acknowledged in the latest 

edition of Pears’ famous book 
of reference.* 

Under the heading “ Advertis- 
ing” in the General Information 
section the history of advertising 
is given in outline and the con- 
cluding paragraph is as follows: 


y in serving the nation 
by explaining rationing, by 
* Pears Cyclopaedia, edited by L. 


Mary ra Se auee by A. & F. 
Pears Lad., 


stimulating production, by en- 
couraging saving, and by pro- 
moting safety and health. 
Advertising has proved it can 
be as effective a weapon for 


Earlier in this historical study 
of advertising it is pointed out 
that the revenue which accrues to 
newspapers from sales of adver- 
tising space enables them to keep 
down the cost of newspapers 
while adding to the itorial 
services they provide. When 
successfully practised, therefore, 
advertising s had notable 
effects. It has enabled the pro- 
ducts of mass production to reach 
the masses at prices well within 
their reach. 
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What will 


What will 


How will 


What will 


ADVERTISER'S WEEKLY 


aimed at? 


Young women, whoever, whatever, and wherever they may be. 
The young miss in jeans, the girl in her teens, women with hus- 
bands—women without, women of fashion, women of ambition . . . 
They'll all read SHE. 


look like? 


Big pages, deliberately laid out to look even bigger, crammed with 
pictures. Editorial matter will have a completely practical approach, 
with every item boldly priced and credited, every how-to-do-it 
feature clearly written and meticulously timed. 


cost? 


Only 1/- monthly—there isn’t another woman’s magazine to touch 
it at the price! 


be introduced? 


With powerful, widespread advertising, in the press and on posters, 
in London and the provinces. SHE will be the best-known maga- 
zine in Britain. 


sell? 


A top class advertising medium at £265 per page in black and 
white, £315 in full colour, SHE will sell everything that young 
women in all income groups need, long for, and are determined to 
have—for themselves, for their families, for their homes. 


will appear on Feb. 17th, 1955 aetes merch) 


with a guaranteed print order of 300,000 copies. 


PRESS DATES: Cover and Colour, toth of and pre- 
ceding month. Black and White, 22nd of and preced- 
ing month. Reproduction: Gravure, 


F. H. Ayre, Advertisement Manager, 

21, Ebury Street, London, S.W.1, 
THE NATIONAL MAGAZINE COMPANY, LIMITED 
Publishers of: GOOD HOUSEKEEPING « HARPER’S BAZAAR 
VANITY FAIR « HOUSE BEAUTIFUL «+ THE CONNOISSEUR 
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Review of Poster Advertising 


Advertisements we can’t 


avoid seeing 


E all know how some 
advertising gains atten- 
tion through its irritation- 
value. A silly face or pom- 
pous slogan can haunt one for 
months, even years, in the 
national press and harry one 
ceaselessly from the hoardings. 
In the end it seems to appear 
in almost every issue of every 
paper and to be lurking at every 
street-corner,. Qne never misses 
it. The morbid eye can never 
be restrained from taking another 
look. 

In other words, we all suffer 
from personal resistances to 
certain forms of advertising, in 
the same way that we fail to 
respond to certain other forms of 
persuasion, Our sense of humour 
(or lack of it) and a host of 
psychological quirks are deeply 
involved. For this reason no 
advertisement can succeed in 
annoying everyone, however hard 
it appears to try, just as every 
advertisement is pretty certain to 
annoy someone. 

Personally, | loathe the jolly 
peg-legged Georgian on the 
Trumans poster; but I am quite 
sure that tens of thousands find 
him a most agreeable fellow. 


By STUART LEWIS 


Moreover, while I hate him but 
keep on looking at him I am re- 
minded constantly of Trumans 
and in no way dissuaded from my 
belief in the excellent qualities of 
their beer. 


* * * 


A NEW poster which compels 
attention in quite a different way 
is the job for Ferguson TV. Here 
there is no controversial human 
element, no slogan to quarrel 
with, for the design is based on 
the name alone. This is displayed 
on a_ colourful “chess-board” 
background with the syllables 
FER, GUS and ON appearing on 
separate lines one under another. 

A simple device, a trick to get 
the lazy reader reading, but one 
which really works. Could any- 
one, from kindergarten age to 
second childhood, resist the temp- 
tation to fit the three syllables 
together and —_ out the word? 
As name publicity—-and that is 
all the advertiser has aimed to 
produce—this poster is at the very 
top of its class. 

In spite of the fact that the 
general standard of poster adver- 
tising has been raised consider- 
ably in the past 12 months or so, 


ip pie 
anowice 


This is in the familiar Bovril tradition—not too desperately clever 


but faintly amusing. 


It also tells an wconomy story most effectively. 


However, it does not strike the bruadly humorous note of the pre-war 


railway posers for this product. 


In Stuart Lewis's opinion they were 


very memorable posters indeed. 


STANDS 
OREM 


Could anyone, 
asks Stuart Lewis, 
resist the tempta- 
tion to fit the three 
syllables together 
and spell out the 
word? As name 
publicity, he thinks 
that this poster is 
at the very top of 
its class. 


the Ferguson job holds its own 
against the stiffest competition. 
If you have not already seen it, 
look out for this poster on the 
hoardings. Compare it, for clean 
design and impact, with any of its 
neighbours. 


* * * 


AN ENLIGHTENED agency direc- 
tor | used to work with once said 
something like this: 

“Never create a trade symbol 
for a client. Within 10 years it 
will be on their board.” 


There is no doubt about it: 
symbols stick and the traditional 
characters of advertising die hard. 
Sometimes their longevity is a 
blessing, for they continue to 
work hard, entertain the public 
and sell the goods; other times 
they are expensive and embarras- 
sing “passengers.” 


I do not know whether Toby 
has yet been appointed to the 
board of Charrington, but signifi- 
cantly enough he is already 
drinking with the customers. 

The new Charrington poster 
shows this well-known character 
surrounded by a group of happy 
but slightly self-conscious con- 
sumers, with an equally gratified 
barman floating in the back- 
ground. The words are simply 
“Enjoy a drink with Toby.” 

It is perfec.ly clear, of course, 
that Charrington wish us all to 
foregather over large quantities 


"AND PROVINCES 


PRINCIPAL 


BRANCHES 


MANCHESTER 


112 HIGH HOLBORN. W.C.1. 


BIRMINGHAM 


LEEDS 
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of Toby Ale, but wouldn't those 
sociable people on the poster 
refer thescompany of Len or 
cy, George or Gert ? 
literal-minded beer 
drinker, isn’t the whole idea of 
drinking with an animated jug a 
In short, isn't this 


@ Continued on page 580 


Although this poster design is 
not liked by Stuart Lewis, he goes 
on looking at it. 


Many undoubt- 
edly find the ae an agreeable 
fel 


G. L, McLELLAN - DIRECTOR 


WATFORD SOUTH COAST 
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POSTER advertising repeats your message to 

each “reader”, to a degree unobtainable by any other 
medium. Mills & Rockleys would be pleased to 

discuss planned poster advertising with you. 


MILLS & ROCKLEYS LTD 


Poster Advertising Contractors ~- Administration: 2! Queen Road, Coventry 


SEPTEMBER 16, 1954 579 ee ‘ 
Arg ~ 4 
A000 y ~ al ’ ‘ 
i aI ree | 2 . 
+4 on 7 a er 
Of ope A py ¥ a 
SE 2 — Neies a0 : 
Z ae, —= et oe 2 
3 “a “ 7 aor : —< ost ° La 
4» tae? 8 Mey 
—- ates " 
eo ue , o .” 
5 "a ' Om, ; 
4 2 = 7 oh ry : 
oo oe * . 
eS: = eee pS ; 
- | “4 fi J sasen sear : 
Ar ty °F, esceerrrre ay 
‘A Ain , aesaeceree = 
tte Ay :dii\ ages a 
{ | i SEED RE ‘ 
Vee. - = | AY : 
Oa WY A 
| § fit ‘SMEG ~ ee | 
He | =) \ 
’ .. 
Os - 
—— “4 —3 ~ 
3: HH aR eeieee ms oes 
SIX TIMES |\*-\eihe= TEN L 
: : a 
* aa 
it NI — f Ty - 
4 C ———— ~ —e af i 
Ba | =. eS § H = Say 
rr, 333349 =— i fue? ° rT ‘ 
0333335 GABBA Bde ee Le Yue % 
cE ated 2 2 i iat Sp <5? | ‘fer \ 4 
’ — . a fia at | EE} \ \\ ° A. : 
Pe, 2 eee ee | SA 
by i Ti Py | | Sa | » 3 \\ 
u et a eee | SW A) At +8 
Sa eee am ~ Tt) we 
SS) ie j - ay ra Co 
~ ye t i ue , wy | } 
Be a sD a py i 
, SUISSE SSS re cereessen, [— N " 
‘ RatstiscoSeessaisisstsases "aan oe 
=... MEER ae ' . 
“= . uy P. 
: ; 
“Set 
7 ? 4, rs : 
4 th 4 
7, s 
CG) TY, Yj : 
’ tj Uy Y yy 
Pp 
% 
a § 
a4 
The Mie Rocky Ao. (ENN < 
2 


ADVERTISER'S WEEKLY 


Advertisers whose names 
are known to all 
housewives today had 


NATIONAL POSTER 
COnTEne Ts 


O 


Skeldons 14 


SHELDON HOUSE, 


QUEEN STREET, LEEDS | 


Mandiiiiter Ritter ervicen fea 


27 29-4) Bootle Street, Deansgate, Manchester 2 


Our Staff are 
Men of Experience and 
Handle your Bills with Pride 


PACDOINGTON 0186/7 


HENDON BILLPOSTING COMPANY 
37 SPRING STREET, 


W.2 


© REVIEW OF POSTER ADVERTISING—con:. 


a desperate attempt by a hard- 


| pressed creative man ‘o bring the 


symbol to life and make it work 
for its living ? 


* * 


I aM never quite happy about 
edible and drinkable products 
with cannibalistic or suicidal 
tendencies. Lemons drinking 
glasses of lemon juice, oranges 
watering at the mouth, fishes 
whispering their doom and 
Christmas turkeys gobbling their 
last words, all seem to me to con- 
vey a rather distasteful impres- 
sion. 


Only Bovril have succeeded in 
getting away with this technique 
through the years, The macabre 
humour of “Alas, my poor 
brother” was just as acceptable 
as the contemporary and some- 
what winsome appeal of “A 
little Bovril goes a long way.” 
This latter poster shows little 
Bovril gazing pensively at a sign- 
post marked “Middle Sandwich,” 
“Much ss and “Great 
Beverage 


It is, in fact, in the familiar 
Bovril tradition not too desper- 
ately clever but faintly amusing ; 
and, incidentally, it tells an 
economy story most effectively. 


prewar railway posters for this 
uct. Do you remember 
vril brightens up old 
buffers” and “Bovril for bad 


CHARRINGTONS Beers 


Already Toby is drinking with 
the customers. How long before 
he is on the board? 


sleepers”? Those were very 
memorable posters indeed. 
* * * 


It seems that the spotted dogs 
and giraffes in the current posters 
for Surf (reviewed ADVERTISER'S 
WEEKLY, page 138, July 15) have 
aroused more favourable com- 
ment among people in and out- 
side advertising than any other 
new jobs which have appeared 
this year. 

Carry on, Surf. 

Leopards next ? 


| Big Radio Show display for the 
poster that is ‘different’ 


7 
ee 


[HE poster for Ferguson 
television sets which has 
been praised by Stuart Lewis 
on page 578 has been adapted 
for use as 15-inch by 10-inch 
window bills, escalator panels, 
four - sheet and 16 - sheet 
posters. 

Tt has also been used with the 
word in one line for 1,000 bus 
sides and window streamers. As- 
sociated with the word television 
in the same style, it was employed 
for various odd sites at the Radio 
Show at Earls Court together 
with 48-sheet posters, 

The display of the item at the 
Radio Show was outstanding. 

Ferguson had all the show 
cases along the tunnel to the 
final escalator up to the exhibi- 
tion and every escalator panel 
on either side of the staircase. 

Adverse comments have been 


| forthcoming becausé¢ the poster 


’ by the 


— up the client's name, but 

i agency, the London Press Ex- 
change Ltd., report that in the 
main it has been a great success, 
The» vel was not designed 
ndon Press Exchange 

Ltd., but in conjunction with their 
stand: rby John Lethbridge, a free- 
lance designer. The aim of the 
was simply to construct 


a pattern that would present to 
the public the name of Ferguson 
in as large a fashion as possible. 
Originally conceived only as an 
escalator bill, the idea was to 
compel the passers-by to give the 
poster more than one look. 


This poster by Stan Krol for the 
General Post Office has been 
lithographed in four colours. 
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NOTTINGHAM CHESTER 
Temvel there tm rail comfort | Travel there in rail comfort 


WO of the six new pictorial map posters for display at the 
principal stations throughout the country from London Midland 
Region of British Railways. The original designs are the work of 
Kerry Lee and represent what the LMR have described as a “com- 
pletely new technique in the presentation of pictorial maps.” The 
artist has evolved a pattern for a compact arrangement of the principal 
buildings and has added small decorative sketches outside the main 
design to portray other points of interest. 


T with ALCOHOL ie 
PELANDS FINEST ACHE 


This Cleveland poster, designed by Willing’s Press Service was cited 
by Stuart Lewis in ADVERTISER'S WEEKLY, August 19, page 362, as 
possibly having something the other petrol advertisements have not got. 


Buy Me 
BRITISH RAILWAYS HOLIDAY GUIDE i 
(Raswrr ingen 


A QUESTION | “sh MH LLCRY 


— —— snr 


ee ee ae te 


il 


The “variety Bill” style poster 

which the Eastern Region of 

British Railways have been using 
this season. 


This “Quosh” poster is giving a | 
splash of attractive oiled on 
Underground stations, Dorland | 
Advertising Ltd. are the agentn 


POSTER 


Sheffields 


and 
BIRMINGHAM 
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SITES 


The ideal combination for: 


PROFITABLE 
POSTER 


et 
[Seeing the Sites? 


WEVE MANY 
“BEAU TIEN 


LANCASHIRE 


we 1peAL POSTER couaty 


PUBLICITY 


Keep your name 


ABOVE ALL 


with our ne 
and exclusive 
“STRING ATTACHED’ 


PUBLICITY 
BALLOONS 


Write or phone enquiries 
for targe or small 
without delay 


LEA BRIDGE 
RUBBER 
WORKS LTD 


fendn Sete On 
Pathe House, | 33-135 O London, W.1 
Telephone : 6256 
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SELL WITH DECALOREX! 
THE TROUBLE FREE SALES-AIDS 


DECALOREX REAL PAINT ADVERTISING TRANS- 
FERS and the new DECALOREX DOUBLE-LIFE SELF- 
ADHESIVE STICKERS have the longest useful life for 
the lowest production and fixing cost of any material 
in use to-day, and their brilliance and density of colour 
compel lasting attention. 


Write or telephone for samples to-day—our Service 
Department will be pleased to advise and assist you. 
Portfolios of Samples are also available for Advertising 
Agents and their Clients. 


Other Decalorex Services (which are available singly or 
collectively), include a first-class Screenprinting Division for 
all types of advertising and display work, and a reliable Fixing 


Service throughout all highly populated areas in the United 
Kingdom. 


DECALOREX 
Point of Sale Advertising Limited, 
98, Wimpole Street, London, W.I. 
Telephone | Museum 2366 - Telegrams : Decalorex, Wesdo, London 


(he New York Times The Washington Post Olario de ia Marius 
Eite Suomen Kuvalenti Neve Zorcher Zeitung Svenska 

Oamerne Troww La Prensa Zig-Zag Weekend Picture Magazine The 
biyemmet Stockholms. Tidningen Nassau Tribune Adressavisen The 
Tidende Uv Suom Neve Zurcher Zeitung treal Star Got 
Stockholms Tidningen Trouw Hemmets journal 


jovedades Washington 
rouw G 


ag Weekend 
fm Nassau Tribune ' ngske 


byemmet Stockholms. Ti 
Tidende Uus Suom: Zurcher Zeitung eborgs-Posten La ingeniere 
Stockholms-Tidningen TroUw H journal wngton Post Svenska ladet & 


versal hens suas Aftenposten Weekend Page Magazine Sydsvenska Dagb! 
The New York Times Ber Tidende apoctsber Neve Zurcher Zeitung 


Hjemmet 
Port of Spain Gazette Weekend Picture wine Bertingske Tidende De Sprege! Aftenposten 
Seonons Gaguinane fomay Mordls & Star Stavanger 


Aftenbiad Stockholms. Tidningen 
JOSHUA B. POWERS LTD. 14 COCKSPUR ST., 
International Publishers’ Representatives 


| (SIGNS & DISPLAYS) LTD. 
© SILK SCREEN COLOUR PRINTING 


© SIGNS AND SIGNWRITING 
© DISPLAYS OF EVERY DESCRIPTION 


66 WALDECK ROAD. CHISWICK.W4. 
Telephone :- CHiswick 5359 4&1789. 
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Bookshelf 


The new advertising form 


—science plus art 


Le its predecessors, the 
third volume of the 
Graphis Annual* takes in the 
whole world for its province. 


| In this year’s edition of 230 
| pages there are some 710 illus- 
| trations (66 in colour), which 
| include over 154 posters, 100 
| advertisements, 189 booklets, 


and 128 book and magazine 


| covers and house organs. 


Of particular interest this year 


| will be the presentation of work 


from behind the Iron Curtain. So 


| far as the publishers are aware, 


this material has never before 


| been exhibited in the West. 
| Naturally, these items have been 
| chosen less as curiosities than as 


first rate examples of graphic 
advertising design. Also of 


| topicat and current interest to 
| British readers will be the ex- 
| panded section devoted to tele- 
| vision and film commercials. 


More colour pages 


This year the Graphis Annual 
contains more pages in colour 
than ever before, and, by and 
large, the black and white illus- 
trations are larger than in pre- 
vious years. The choice of illus- 
trations has been made from liter- 
ally thousands of examples sent 
in from all over the world, 
and the publishers hope that they 
have produced a volume which is 
as close as one can reasonably 
get to being a definitive selection 
of all the best work in advertising 
during the past year. 

“To-day advertising art stands 
at the cross-roads,” declares 
Charles Rosner in his introduc- 
tory article. He continues: “We 
seem to have come to the end of 
one cycle and to be entering 
another. In the first two decades 
of this century the artist served 
the advertiser through his pic- 
torial ability. By the mid-’thirties 
advertising had become a science 
which super-imposed theories on 
visual manifestations. To-day, nine 
years after the second world war, 
science and art serve advertising 
side by side ; science in the plan- 
ning and organising offices and 
art in the visual aspect. . . . 

“Functional advertising art 
pure and simple . . . has come 
to an end. A careful comparison 
between the first, second and 
this, the third, volume of Graphis 
Annual, will reveal the major 


| trend of a gradual turning away 
| from the functional, the abstract 


and the constructed to the more 


| pictorial, graphic and decorative 
| —~a trend which is apparent in 
| almost all countries, irrespective 


* Graphis Annual, edited by Walter 
and Charles Rosner, published 
by Amsetutz & Herdeg, Graphis Press 


by Sylvan 


| Zurich, distributed in the United King- 
Press Lid., 3 gns. 


of the advertising medium. In 
turn, a detailed analysis of the 
present volume clearly shows that 
the third cycle of 20th century 
advertising art is well under way.” 


Selected advertisements 


Among the posters chosen for 
inclusion in this edition is the one 

y A. Games for Imperial 
Tobacco Company pipe tobacco, 
which was featured in ADVER- 
Tiser’s Weexkty, page 410, of 
May 20 last. 

Also to be found illustrating 
these pages are reproductions of 
British advertisements for Lemon 
Hart Rum (Ronald Searle), Air 
France (Dorrit Dekk), Ealing 
Studios (Edward Bawden and S. 
John Woods), General Post 
Office (not named), D. H. Evans 
(art director, Arpad Elfer). The 
posters produced for the London 
Transport Executive for display 
inside and outside tube stations 
are given particular attention, 
one by Tom Eckersley being re- 
produced in colour. 

In tracing the historical outline 
of advertising art Charles Rosner 
describes the pre-1914 era as 
“ peaceful and harmonious 
years” in which artists were 
generally given a free hand in the 
creation of pictures for the pro- 
motion of commodities, travel 
and entertainment, and _ their 
work for advertising was free of 
limitations and stipulations. In 
Britain graphic art in advertising 
at its best was represented by 
Frank Brangwyn, while Tom 
Purvis created visual attraction 
for industrial products and Lovat 
Fraser's decorative art served the 
arts. 


Post-war cycles 


The first world war, however, 
left everything in pieces, and 
advertising was no exception. 
The organisers came to rule over 
the artists. The seeond cycle, 
with its functional visual projec- 
tion, ran its course through the 
second world war, but there were 
already signs in Britain that the 
factual and methodical approach 
struck no real chord. Where it 
was necessary to rouse emotions 
—for instance, in connection 
with war-time appeals—the more 
subjective style of graphic or 
pictorial expression was called 
into play, as typified by Fou- 
gasse’s classic series dealing with 
“Careless talk” and so on, Lewitt- 
Him's colourful “Shank’s pony” 
and “Vegetabull,” and by the war 
service posters in the United 
States. 

After 10 years of austerity the 
reaction set in and people revolted 
against drabness. 

The third cycle was ready to 
begin. 


bi aie —— ee . 
Nita caelniaaiilal = 
i —CsSCis 582 SSC 
4 
vy, : | 
‘s 
| a ae 
‘ae — 
“Ee : 
th 
“ae Bo 
‘Gen : 
ere 
oy | 
ae 
igs | 
‘ach J 
4 | 
. \aY , | 
ae 
eae Beriingsne T.dends | 
x E . 
q ‘ je Alt for 
ch trep> Ahtonbiadet | 
a ia Yor es Berlingshe 
“ hg, Ingeniera 
: . bladet Ei 
: Universal V ‘i ve Aftenposten Weekend Prcture Magazine Syds Alt for 
oa) Oarmene The New York Times Bergens Tidende £! Espectador Hyemmet Ne Zertung | 
se } Port of Spain Gazette Weekend Picture Faganne Berlingske Tidende De dV enposten 
a Svenska biadet Farnily Herald & Weekly Star Stavan, Aftenbiad Sp Tidningen 
Lica Hyemmet Ni it tor Damerne Crvados Advou' industria 
wor Montreg lest indian The New Y ensks 
ss Hey Uy urener Z, enposten Elite emmet 
la Marina Og te Trouw Sto@#polms.Tidninger 
- a a! ti Uni Not) nd azine Washin st Aftonbladet 
Re The ork Times The W ‘ » de ie Farina Atenpahe gske Tidende 
on >: lite en Kuvelent Zeitungmpvenska Dagblacet Ba cate Alt for 
: er as 
ee eee 
pe) ’ 
MALL - 3366 
| S ] | 
. ! 
~ Wey 
¢ 
¥ Pe 
Po 
Ae 
a 
Bass 
et 
Oe: 
ae ieee as ~~ < LN ee ee ee So ae a “ = = - i= ee 4s 
x poe x fe. _ “Sa ater: s hdl } an oe Foe ae a am 


583 ADVERTISER'S WEEKLY 


of Sale 


ADDY prowed 


tone These national advertisers have it and have seen its 
dominating effect on securing public attention 

conjures up in windows, showrooms and on counters. 
fitting No wiring, no connection, a simple inexpensive 
motor and two three weeks’ operation on a 
torch battery. 
Variable speeds from very fast to dead slow 

—all is possible with our improved fool-proof 
mechanism. 
3D display can be included and this new develop- 
ment makes the Pictorial Display animations the 
most advanced in Britain. 
Phone or write and see this new development 
in its perfected and tested form. 


Comsult 


BICTORIAL QiSpAAY 
yg Toniht u 


ormpany Kuimited 


26, WESTMINSTER BRIDGE ROAD, LONDON, S.E.1. Telephone: WATerioo 3711 
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Largest Net Sale in Kent 
“KENTISH TIMES 


AUDIT BUREAU OF CIRCULATIONS. Average 
weekly net sales for the first six months of 1954 


84,800 


THE LARGEST IN THE COUNTY 


# [All enquiries to: TIMES OFFICE, SIDCUP (FOO 1155) or 
BANK CHAMBERS, 329 HIGH HOLBORN WCI (HOL 2730) 


SHREWSBURY NEWS 
ner sales 49 890 weexty (asc; 


DAVID L. CLACKSON, 80 FLEET STREET, E.C.4 (CENtral 2626) 


The 


**PARMERS’ JOURNAL” 
(Official Orgon of Ulster Farmers 


ULSTER’S 


leading farming pub- 
avolrr suReAU 


OF CRC ULATIONS 


MIDDLESEX 
CHRONICLE 


46, 971 


10 Benegal Square’ teas Tel. Belfast 24397 
Londen Office: 
69 Fleet Street, ECA. Tel. Central $453 


The PRINCIPAL SUPPLIERS of 
BUSINESS GIFTS ond = 
cheop GIVE AWAY. 


. Photographic enlargements tell 
the story more effectively then words. 
Ask for details. 


Autotype, Brownlow Rd., W.13 Ealing 2601 
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Selling space in a 


‘cosmic composite’ 


EADERS of the Lincoln- 
shire Standard must have 
goggled when they opened a 
recent issue of that journal 
and found headlines announc- 
ing that services to the moon 


| would start next month by 


luxury space ships leaving 


| Boston's Central Park. 


Closer scrutiny of this news 
= strained their incredulity 


| The World had beaten Mars b 


two clear goals for the U 
verse Cup. 


| A local bride —— coyly 


that she had said “Yes” on 
Mars, accepted the ring on 
Venus and come back to earth 
to be wed; 


A police officer gave evidence of 


THE 
WELLINGTON JOURNAL 


| have noted this page of the 


seeing a woman stealing milk 
tablets while keeping o a- 
tion through his electronic tele- 


scope... . 
And then, bemused, they may 
Standard was date-lined in — 


year 2054. (And the pa 
dentally, was register at oo 


WILTON EVAN 

GPO for transmission through- 
out the universe.) 

What was it—a “cod” issue ? 

By no means. It was a com- 


posite page which achieved the 


maximum revenue by dispensing 
with the usual editorial “jam.” 

For all the “news items” in the 
centre four columns were paid 
advertisements. And very novel 


| advertisements, too. 


Here are a few examples: The 
final of the interplane foot- 
ball match was watch by a 
Standard reporter on “the new 
Pye 6 ft. screen, full colour three- 
dimensional” television set. His 
report concluded : 

“If I had been standing on the 
touchline in Mars I could not 
have seen so well. 

“I was told afterwards by my 
hosts that Pye has been one of 
the leading names in television 
since the pionecring days. 

“Indeed, more than a hundred 
years ago a Pye device, known 
control, 


as automatic picture 
marked the end of the constant 
knob-twiddling which had pre- 
viously 


spelt.more than a@ century of 
trouble-free viewing for thou- 
sands of people in Boston and 
the surrounding district.” 

The court story about the theft 
of par milk tablets carried this pay 


iniee her £2, the chairman 
an this type of mean theft was 
calculated to damage the good 
relations between tradespeople 
and their customers—relations 
which in the case of the Co-op. 
had been established as the result 
of very S te on of excellent 
service to blic and the 
provision of dalry products of 
the highest possible quality and 
purity.” 

An account of a local farmer 
working five tractors by radio 
was, in reality an advertisement 
for a firm of agricultural engi- 
neers—and so on. The possibili- 
ties, oes a fertile imagination, are 


And the surrounding di 
advertisements tied in well. 
hairdresser announced : 

For this winter's social events 
in the new Boston floating sky 
Palais-de-danse, we have intro- 
duced two new shades to our 
range. “Cosmic Spin” and 
“ Atomic Sig Wy 

A pram ae offered motorised 
baby cars which automatically 
cut out at 15 m.p.h., and a china 
shop found flying saucers a 
“natural” theme. 

Congratulations to George S. 
Rushbrook, the advertisement 
manager, on a brainwave. Reader 
interest was strong—and paid 
for! What more could be 


ye ? 

first of the cosmic com- 
— must have been a stimu- 
ting job for space sellers. 


everyone has a story—if 
digs hard enough to find a 
On the West Sussex County 
Times this theory is being tested 
once again—and it is paying off 
with good advertisement revenue. 
“More East Street traders tell 
their stories” was the banner 
heading for a double p feature 
on the shopping f of this 
street at Horsham. 


fairy tale 
_"They delivered by brake”— 
“Anyone want to buy a mill 
stone?” —“Remember radio 
— “Bleak first day with 
7s. 5d. in the till”—“Horse and 
Groom v. The Beehive.” 
There were many more like 
them. 
@ Continued on page 585 
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Eleven individ- 
ual news- 
papers, all 
} alert and 
enterprising, with every copy getting 
into the homes of the people of BEDS, 
HERTS and BUCKS, a coverage of | 
thriving territories, with over | | 
' 
| 
| 
| 


copies weekly 


HOME COUNTIES 
NEWSPAPERS GROUP 


PER TRADE 
$/COL 4 5 / = FLAT 
INCH RATE 


Represented in London by 
WILL KITCHEN, Jnr. LTD. 
13) Fleet Sereet, E.C.4 Central 1960 
Head Office LUTON Phone 5050 | 
| Advertisement Manager : Claude W. Gilder | 


(March ABC) 


ESSEX 


LANNED 
AChAGING 


WILLIAM W. CLELAND LTD. 
PRINTERS AND BOXMAKERS 
STAPLE HOUSE, CHANCERY LANE 
LONDON, W.C.2 HOLborn 252! 


After the Royal College of Nursing speech-making contest in Belfast, 
Victor Salter, OBE, joint managing director, presents the 


“Belfast 


Telegraph” Cup to student nurse Maud Stewart, Belfast City Hospital. 
On the left is Mrs. R. A. Johnston, president of the Belfast branch 
RCN, and on right Miss Mona Grey, MBE, secretary and organiser 
of RCN. This trophy qualifies the winner to compete in the Cates 


Shield in the national contest in London before Christmas. 


The 


shield has been won five times by Ulster student nurses. 


For so many years while too 
many oy chased too few 
houses or flats, estate agents and 


builders have been confined, 
more or less, to the classified 
columns. 


Now with new houses for sale 
in many districts they are blos- 
soming out into display spaces. 

Several newspapers have real- 
ised that news of buildin 
developments in their area is o 
great local interest—and have 
“married” their accounts of such 
developments with a selection of 
display advertisements. 

he Croydon Advertiser in one 
such page had a well-written and 
well - reasoned article on the 
reater freedom which now exists 
or house buyers. 

The article concluded : 

“As will be seen from the 
advertisements on this page, 
privately built estates are going 
up all over the Home Counties. 
Or, if a purchaser has his own 
land, most firms will build him 
a house of his own design. 

“Private building for speculative 
ownership—that is, to be rented 
—is practically at an end; the 
choice to-day is—council tenant 
or owner-occupier ?” 


CHILDREN are frank critics. 
The Yorkshire Post found so 
when the senior English master 
of a Northallerton school asked 
32 of his pupils, aged 14, to 
write and tell the editor their 
impressions after studying a 
single sheet of his production. 

There were some bouquets. 
The 14-year-olds have solemnly 
assured Sir Linton Andrews, the 
editor, that his paper is “one of 
the best on sale for Northern 
people” and that its selling price 
is “quite reasonable.” 

But the brickbats flew thick and 
fast, too. The children found 
some of the reports “very boring.” 
One girl told Sir Linton severely 
“More could be said in less 
words.” 


And what did most of the 


youngsters dislike? Wait for 
it . the advertisements. 

True the advertisements in the 
Yorkshire Post are not directed 
at juveniles, but aimed at an 
influential readership with money 
to spend. But the unanimity of 
this youthful prejudice indicates 
the need for more education on 
the role of advertising. 


IN CO-OPERATION with Radia- 
tion Ltd. and the Southern Gas 
Board, the Reading Standard are 
Staging three day gas cookery 
demonstrations at the Oxford 
Hall, one of the largest ballrooms 
in Reading. 

The Mayor and Mayoress of 
Reading will open the demon- 
strations next Tuesday, and Miss 
Joy Adamson and Miss Patricia 
Cutts on the Wednesday and 
Thursday respectively. 

The demonstrations will have 
an Australian flavour. Miss 
Nancy Gepp who demonstrates 
for Radiation Lid., the makers 
of New World Gas Cookers, is 
from Melbourne, and was home 
service adviser with the Gas and 
Fuel Corporation of Victoria, 
Australia. 

Special morning sessions have 
been arranged for scholars and 
there will be an evening demon- 
stration for office workers and 
others who cannot attend any of 
the afternoons. 


Publicity is being given by the 


Reading Standard and the 
Southern Gas Board and will be 
spread over the whole 
Berkshire. 

o * * 


THis AUTUMN the sixth annual 
“Home and Beauty” exhibition, 
organised by the West Lancashire 
Evening Gazette, will be held in 
Olympia, Blackpool, from 
November 16-27. Annually this 
event becomes more popular, and 
is now one of the established 


fixtures of the resort. 
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You re 


selling to 
Britain 

in miniature 
if youre 


selling 


to 


Bath 


.. through 
the 


\ Bath 


\\ ache 
Chrom 
\ os wERart 


—— 


BThe only evening paper primed and 
published in Somerset, which, for 10)- 
per sci. gives you positive “ blanket” 
coverage of a compact cross-section of 
the British market. 


Get full details from the Advertisement 
Manager, 134 Fleet Sireet, London, 
BE.CA Central 2767. 
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SOUTH AFRICAN 
MORNING NEWSPAPERS 
LTD. 


have moved to 
new offices at 


92, NEW CAVENDISH STREET, 
PORTLAND PLACE, 
LONDON, W.I, 


Telephone: LANGHAM 5036 


—X—XKRKeRKaKa—X—K@@]]———— 
A NEW JOURNAL 


of progressive production practice 


‘PROCESS CONTROL’ 


COMMENCING OCTOBER 1954 — 
A Monthly journal on the practical 
tion of instrumentation and pe 
control gear in industry. 


READERSHIP : 


“PROCESS CONTROL” will be written 
for users of this equipment; potential 
readers are General Managers, Works 
Managers and Engineers in over 12,000 large 
industrial undertakings. 

Single copies 2s. 6d. Annual Subscription 
£1-10s. Order now from newsagents or 
the publishers. 


ADVERTISING : 


“PROCESS CONTROL” will appeal to an 
expanding but specific market never previ- 
ously covered by a single journal : there is 
no waste circulation. 


Rate cards and full details on request. 


Publishers : 
THE COLLIERY GUARDIAN CO. LTob., 
30-31, FURNIVAL STREET, LONDON, £.C.4, 


——————————— 


A valuable market that 
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needs expert attention 


The Union of South Africa 


market for the | nited Kingdom trader. 


an extremely valuable 
In the field of machinery 


and equipment the opportunities are notably outstanding. 


‘HE general post - war 
picture of the Union of 


| South Africa is one of “rapid 


- growth 


and prosperity, of 
more goods being produced, 
transported and consumed, of 
more people being employed 


| at higher wages (and) of more 
| trade (including import and 


| That 


trade) being done.” 

description has been 
taken from the recently pub- 
lished survey issued by the 
Board of Trade. 


From this official 


export 


study it 


| becomes quite clear that as in 


| the past 


| (with South Africa) is 


| actively help... 


tance. 


the Union of South 
Africa offers traders in the United 
Kingdom _ important oppor- 
tunities. Moreover, to quote the 
survey once again, “....a 
development of business relations 
very 
definitely in the UK _ interests, 
not least at the present moment 
when balance of payments prob- 
lems are of paramount impor- 


Demand for machinery 


In what fields will the trading 
opportunities for those in the 
UK be found to lie? It is here 
pertinent to note that a substan- 
tial expansion in the demand in 
South Africa for machinery and 
equipment has been confidently 
predicted by a leading representa- 
tive of British plant equipment 
in a special interview with the 
monthly journal Z/ndustry and 
Trade. It is maintained that this 
growth of demand has come 
abcut through the relaxation of 
import control in respect of 
machinery imports and the impor- 
tant budget concession of an 
initial allowance of 10 per cent to 
be granted on new machinery or 
plant. 

According to a report in 
Industry and Trade (one of the 
journals owned by South African 
Publishers Ltd.) this British plant 
equipment spokesman looked 
forward to excellent business 
prospects for British machinery 
and South Africa’s own develop- 
ing plant in the next year in 
South Africa. At the same time, 
he went on, it was very impovtant 
that British suppliers should 
recognise that competition was 
extremely keen, particularly from 
Germany. 

“If the full opportunities of the 
South African market are to be 
exploited by British exporters,” 
he said, “such exporters must 
to promote 


sales with every recognised tech- 
nique of modern sales promotion. 
British machinery is still the finest 
in the world but quality is not in 

sufficient the 


to overcome 


SOUTH AFRICA 


greater sales-mindedness and, 
particularly, advertising con- 
sciousness of some of Britain's 
chief competitors,” 


The danger that other sources 
of supply may come to be pre- 
ferred in the South African 
market has been given heavy 
stress in the Board of Trade 
survey : 

“ Business has been lost by 
the UK because of unsuitable 


liveries are found to be more 
unreliable than those of other 
suppliers, orders will tend to be 
diverted from the UK.” 


The population of the Union 
is upwards of 13 million (13.5 
million if South-West Africa, 
which is administered by the 
Union government, is included). 
For every white person in the 
population there are four non- 
whites. Close on 90 per cent of 
the coloured population is in the 
Cape Province. 


Children’s wear feature 


The July issue of South African 
Merchandising carried a 28-plus- 
covers supplement headed “Small 
Children Are Big Business,” and 
was a survey of the children’s 
wear industry of South Africa. A 
prominent feature of this adver- 
tisement-packed supplement was 
a “Report from London,” which 
assessed the industry in the WK, 
and included an account of the 
Bairns-Wear Company's adver- 
tising methods (Gee Advertising 
Ltd., hold the account). The 
supplement also publicised the 
School Age Clothing Fair which 
is being organised in London 
(November 2-5) by the National 
Trade Press journal, Children's 
Wear. 


The Centenary Industrial Fair 
and Exhibition held in July in 
Durban was the largest show of 
its kind ever held in Natal. It 
was probably the largest of its 
kind ever held in South Africa. 
A feature of the exhibition was 
that only goods manufactured in 
South Africa were on display. 
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Britain loses top 
position: in 


Finland’s foreign 


AST YEAR Britain lost 
first place in Finland's im- 
port and export trade to the 
Soviet Union. However, de- 
spite the drop in the share of 
exports, Finland remains an 
important market for Britain. 
The £20 million worth of 
oods which Finland imported 
rom the UK in 1953 ranked 
her as twelfth among Britain's 
foreign customers—higher than, 
for instance, any South Ameri- 
can country except Venezuela. 
So long as fores products 
remain the basis of Finland's 
export trade—and while making 
all allowances for continued in- 
dustrialisation, it is difficult to 
see how they can be displaced— 
it will be impossible for the 
Soviet bloc to take over the role 
which Western Europe has tra- 
ditionally played in the country's 
economy. 


Distribution of people 


Finland’s pulation in 1953 
was 4.1 million—a shade less 
than that of Denmark. The 
ov of population is 23.4 to 

square kilometre in the 
I part of the country 
and 3.7 in the north, with an 
average of 13.7 for the country 
as a whole. Almost two-thirds 
of the population is rural, one- 
third urban. The capital, Hel- 
sinki, has 395,000 inhabitants, 
Turku 107,000 and Tampere 
105,000. 
An occupation analysis of the 
lation is, in percentages, as 
follows: 

Agriculture and Srapesmeed 42 

Industry ... 29 

Commerce 7 

Transport and communt- 

cations ... 

Public service and Profes- 

sions 


pales of Swedish 


An important fact for adver- 
tisers to keep in mind is that 8.6 
cent of the population speak 
wedish as their first language. 
Proportionately more Swedish- 
speaking than Finnish-speaking 
people live in the cities: 42.6 per 
cent of Swedish-speaking people 
live in towns, but they form 
only 11.4 per cent of all town- 
dwellers. The majority can 
speak Finnish also; for instance, 
in Helsinki only 44 per cent do 
not know Finnish. 

Of 928,800 families recorded 
in the last census, 19.8 per cent 
consisted of married cou 
with no children, 63.8 per cent 
of married couples with children, 
148 per cent women with 


NEWS 
FLASHES 


FROM WORLD 
MARKETS 


trade 


children and 214 per cent men 
with children. 


Costa Rica 


A survey of economic and 
commercial conditions in Costa 
Rica has been published by the 
Stationery Office (Is. 6d.) in the 
series of Economic Surveys issued 
by the Commercial Relations and 
Exports Department of the Board 
of Trade. 


Trinidad 


A trade fair is to be held at 
Port of Spain from October | 
to 17. A similar event took 
place in the same city in 1949 
and was very successful. Special 
sites have been set aside for 
firms desiring to have elaborate 
displays. Approximately 250,000 
sq. ft. of land is being used for 
the building of exhibition booths 
and entertainment sections. The 
booth building may be under- 
taken by the exhibitor himself or 
his contractor or by the Trinidad 
trade fair contractor if so 
desired. The official contractor 
will make suggestions and plans, 
and will take charge of the con- 
struction of the booth at the 
exhibitor’s expense. 

The United Kingdom Trade 
Commissioner has suggested that 
those UK firms with agents in 
Trinidad might seriously con- 
sider taking part in this event. 
In 1949 the UK was well repre- 
sented in the trade sections and 
over 100,000 people saw the 
displays during the 15 days the 


‘fair was open. Over 120,000 are 


anticipated this year. 


West Africa 


S exporters to British West 
Africa, Guinness Exports, 
Lid., have been impressed by the 
lack of advertising facilities in 
the remote up-country areas of 
such colonies as Nigeria and the 
Gold Coast, where large, virtu- 
ally unexploited trade potentials 
exist. To overcome this, the 
company decided to tour every 
section of the British West 
African markets with a cinema 
van, as shown here. 


ADVERTISER'S WEEKLY 


COVER PROSPEROUS SOUTH STAFFORDSHIRE 
WITH THE 


WALSALL OBSERVER 


SERIES 
comprising 
THE WALSALL OBSERVER 


THE WEDNESBURY & DARLASTON TIMES 
THE RUGELEY TIMES 


NETT SALES OVER 48,500 
per week 


17’'6 per single col. inch 


Head Office: London Representative : 
Observer Bulidings, P. MOON, 
Bridge Street, 134 Fleet Street, 
Tel. 2137 Walsall London 
Ateneger & F. RICHARDS Tel. CENtral 3913 
**and may 
this be 


my epitaph .. . 


Never did he perpetrate « dull 
plain, unoriginal, unimaginative 
advertisement or piece of 
printed matter." 


A FREELANCE AD-TECHNICIAN IN PRACTICE AT 114 WIGMORE STREET: LONDON WI! 


BARRINGTON BREE 


Sales Persuasion 


LAMPS « LIGHTING EQUIPMENT - FITTINGS 


Light & Lighting 
The only lighting journal 


32 Victoria Street, London, $.W.| Abbey 7553 
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BRANSBY WILLIAMS 
GIVES HIS BLESSING 


| N between stories about Churchill 
and Shaw, Byng and Jellicoe, and 
famous personalities of the theatre 
in his new book, Bransby Williams, 
by Himself (Hutchinson, 15s.), that 
grand veteran pays a notable tribute 
to J. E. Roberts, founder and editor 
of Ce:amic Digest and managing 
di;ector of London and § id 
Publishing Co., Lid 

Bransby tells how Mr. Roberts. 
“a determined young Welshman,” 
was a “fan” of his for years, col- 
lectin pictures, articles, and 
ome I about him over a long 
period. Mr. Roberts brought his 
fianeée to see Bransby, who attended 
their wedding and was, later, god- 
father to their first-born, christened 
Bransby. During the blitz, when his 
own home was damaged, Bransby 
stayed in Mr. Roberts's house at 
St. Albans. On the last page but 
one of his book he writes: “God 
bless them both, John Roberts and 
his wife, Barbara, for their kindness 
and hospitality to the homeless.” 


New toast 


FOLLOWING on the visit to 
London of W. Barr, advertisement 
manager of the Aberdeen Bon- 
Accord, one of the Munro News- 
pers group, a new toast to be 
ard in Fleet Street is “Bon. 
Accord,” 

According to H. Douglas Sim, of 
the London office, it means “Happy 
to meet you, sorry to part, happy 
to meet again!” He tells me that 
the historical association of Bon- 
Accord comes from the old Scottish- 
French alliance. 


PICTURE an art gallery full of 
Van Goghs, Renoirs and Rem- 
brandts. That was the scene that 
met art critics’ eyes when they 
step into the Louvre Gallery in 
St. James's the other evening. But, 
of course, the pictures were not the 
real thing. 

The exhibition was by a remark- 
able woman named Erna 
who has produced a system whereby 
the great art works of the world 
can be mass produced on canvas 
and in such detail and perfection 
that they could almost fool the 
expert. They are now being turned 
out at two London studios at the 
rate of 100 a day. 

The process is all very hush-hush, 
but fundamentally it is the process- 
ing on to canvas of a full colour 
basic. These basics are first 
approved by the museum or art 
gallery holding the original. Each 
reproduction is hand overpainted by 
a team of eight women artists. 

John Murphy, who is handling 
Mrs. Fiehl's publicity, tells me that 
Rothman's have ordered vast num- 
bers of a Rembrandt self-portrait 
for their parent company in South 
Africa, whose trade mark it is. The 
company's name is the Rembrandt 
Tobacco Corporation. 

The cost? From two to five 
guineas each, including 50 per cent 
purchase tax. 


a gtoup of nine 
influential newspapers 
AB.C. Weekly Net Sales 


118, 


989 


To walk into Prunier’s from 
St. James's Street the other day for 
the press reception in connection 
with the forthcoming French Fort- 
night was to step straight out of 
England into France, with oysters 
and wine taking the place of snacks 
and cocktails. Press officer for the 
fortnight is a young Frenchman, 
Max mis, managing director of 
Intereps Ltd. This firm, which has 
its offices near St. Martin's Lane. 
does international public relations 
work and also represents a number 
of French and Italian  photo- 
graphers, mainly on fashion pictures. 

Co-director with M. Denis is his 
Scottish wife, an attractive young 
woman whom I would call a blue- 
stocking, but for the rather forbid- 
ding connotations of that word. A 
graduate in French, she is the 
author, under her maiden name of 
M Cc of a book on 
Colette, which came out last year 
and is now to appear in America— 
with excellent timeliness in view of 
that novelist’s death the other day. 
Her book on Cocteau is also to be 
ar, and she is a poet, a trans- 

tor, and a book reviewer as well. 


Brilliant ‘cod’ 


Many “cod” publications have 
come my way during my years of 
“Contacting,” but few to equal the 
hilarious front page of the Evening 
Standard specially produced for the 
Savoy luncheon in honour of 
“Mike” Masius the other day, and 
part of which is reproduced in this 
issue. Unless I sadly miss my guess, 
Mr. Masius will treasure it for the 
rest of his days and send many 
copies of it over to his friends in 
America. “Bill” Needham, director 
of advertising, Beaverbrook News- 
papers, who must have had a finger 
in that pie, received many congratu- 
lations on a really bright effort. 
Among the guests at this most 


enjoyable function, I spotted many - 


ple from stage, film, and public 
ife as well as all branches of pub- 
lishing and advertising. Every one 
of them, I'm sure, will echo G. P. 
Simon’s verdict: “ He has done a 
good job extremely well!" 


Invitation to 
Moscow 


LATEST’ honour for international 
football referee William Ling, who 
is the manager of Spicer’s stationery 
factory at Sawston, Cambridgeshire, 
was an invitation from the Football 
Section of the Ministry of Sports 
and Athletics of the USSR to 
referee a match between the Russian 
and Swedish soccer teams at 
Moscow's Dynamo Stadium. 

He made the trip last week to the 
Russian capital for the game, which 
took place on Thursday. 


Mr. Li has been an_ inter- 
national referee for over five years 
and was chosen to represent Great 
Britain at the World Cup Games in 
1950 and at the Olympic Games 
in 1952. He refere the FA 
Amateur Cup Final in 1947, the 
Olympic Final in 1948, the FA Cup 
Final in 1950, and the World Cup 
final in July this year at Berne 
between Hungary and Germany. 
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This portrait of Fliss Masius, 
painted by Roderigo Moynihan, was 
resented to her husband, “Mike” 
eee st by his colleagues of Masius 
& Fergusson Lid. at a party at the 
May Fair Hotel last Friday. 


Born and bred in 
advertising 


APPOINTED a director of Scott- 
Turner & Associates, Reginald N. 
Oliver can make a better claim than 
most to be “born and bred in 
advertising.” He is the son of T. 8. 
Oliver, former sales executive with 
Oxo, Amami and Icilma, and 
brother of Bob Oliver, who was with 
the J. Walter Thompson radio 
department before the war, and 
Basil (killed in action), previously 
with Charles F. Higham Ltd. and 
Saward Baker Lid. 

Mr. Oliver is secretary of the 
Institute of Incorporated Practi- 
tioners in Advertising discussion 
group, and is a past officer and 
committee member of the Regent 
Advertising Club. He was the 
winner of the Club's Walter Haddon 
Cup for Public Speaking in 1952. 


Russian spy 


HAT was an amusing story 
which the Daily Mail recounted the 
other day about Selwyn 
public relations manager of Arm- 
strong Siddeley. Mr. Sharp has a 
somewhat waggish sense of humour 
and could not resist using it when 
he went to the Farnborough air 
show the other day. 

He had a number of in his 
brief case, and in his lapel a blue 
disc saying “BOAC. Do not dis- 
turb”—a souvenir of a recent Trans- 
atlantic flight. But when asked for 
a ticket he produced none of 
these, and merely said to the 
attendant: “Pravda.” The attendant 
replied: “Pardon, sir?” Said 
Sharp: “Russian spy!" Said the 
attendant: “Ministry of Supply? 
OK, sir, go right ahead.” 


CONTACT 
WEEK'S WISECRACK 
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“] hear that the ‘Mirror’ are 


bringing out a new paper 
called ‘Jane O’ London’” 
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Big splash in 
Scotland 


| 
| 


looked to 
readers of Scottish 
newspapers as though the 
world’s biggest news recently 
was the fact that the firm of 
Wylie and Lochheads, of 
Glasgow, was celebrating its 


| 

| 

| 

| 

It must have 
| 
| 
| 
| 
| 
| 
| 125th anniversary. 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 


many 


The Glasgow Herald carried 
six and a half columns of 
write-up of the firm's history 
and activities ranging from 
furnishing to undertaking and 
garages, with illustrations, in 
two pages which were other- 
wise composed of a Wylie and 
Lochhead advertisements. 

Kemsley’s Evening News 
had eight pages, the Beaver- 
brook Evening Citizen four 
pages, and the Evening Times 
one page composed of 
features about the concern. 

The Bulletin and The Scots- 
' man also carried the firm's 
advertisement. 
| 
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The cheque: £571. 

The occasion: Cocktail party at 
the Dorchester Hotel. 

The reason: Laurence Moles 
Weft), who volunteered to represent 
the man-in-the-street in a panel of 
well-known personalities who co- 
operated in the National Tie Week 
Competition, presents the cheque to 
treble prize-winner Dick Davison v 
Birmingham. In the centre is W. F. 
McAlister of Haig-McAlister, agents 
responsible for the promotion, 


The Lord Mayor of Birmingham opens West Midlands Institute of British 


Photographers’ exhibition. 
(pre: 


Left to right: Mrs. 
lent West Midland IBP), the Lord Mayor, and Lad) 


Wilson, Donald Wilson 
Mayoress. 


Realism is keynote of pictures 
by West Midlands photographers 


Over 30 photographers from 
Birmingham, Worcester, Bilston 
and Sutton Coldfield have contri- 
buted over 300 black and white and 
colour prints, and colour trans- 
parencies to a lively and varied 
exhibition of the work of West Mid- 
lands members of the Institute of 
British Photographers n (until 
September 18) at the New Street 
galleries of the Royal Birmingham 

iety of Artists. f 

This sixth annual exhibition is 
quite the best yet staged by the 
vigorous organising committee of 
the West Midlands IBP Centre, this 
ear under the presidency of Major 

nald Wilson, of Morland Braithb- 
waite Lid. Rather less than a 
quarter of the entries are portraits 
which (writes John Heron) are 
notable for an outstanding panel of 
15 studies by John Short, of F. R. 
Logan Ltd.—a craftsman’s essay in 
print perfection and lighting to 
emphasise facial modelling—and 
two or three less academic but most 
compelling male heads by H. South- 
well Eades (Lacey's Studios) which 
reveal dramatic imaginative skill tat 
above the average. 

The keynote of the majority of 
entries in the industrial and commer- 
cial photography sections is uncom- 
promising realism; for the most 
part what one rightly expects from 
this great centre of British produc- 
tion—machinery, plant, production 
processes, industrial architecture 
and products for which the Mid- 
lands are famous. But how very 


F. P. Bishop, M-P., 


eneral manager, Newsprint Supply Co., Lid., was one 


of the judges in the Rediffusion national window display competition. 
Shown here (from left to right) are Sir W. Wavell Wakefield, M.P. (director, 


Broadcast Relay Service 


td.), Mr. Bishop, Commander E. 


N. Haines 


(managing director, Central Rediffusion Services Ltd.), Miss 1. C, Sonsthagen 
(assistant display manager, Selfridges Lid.), Creighton Griffiths (of the 


company's advertising agents), 
Rediffusion). The pa § 


Stanley Nais 
ze, an oak shield, was won by the Cardiff branch. 


(advertising manager, 


skilled are these West Midlands 
men in selling, by way of photo- 
graphic illustration, the quality of 
workmanship that goes into the 
Midlands’ great patererioes| 

Roy Norton (Saga Services Ltd.) 
has a series of studies of Bentley 
cars masterly in their loving care 
for detail. 

Herbert F. Russell (Purcell & 
Betts Lid.) presents one print in 
which a drab and oddly shaped 
object (a motor-cycle dual scat) 
takes on such three dimensional 
reality (through brilliant handling of 
lighting) that one can almost smell 
the leather. John Adams QUohn 
Adams Publicity Lid.) breaks with 
convention by exhibiting a whole 
series of studies of the glassblowing 
process; each 7 has its own 
interest—-but cach is given additional 
force and point by the presence of 
its companion studies. 


Grace 


S. A. Hellewell (F. R. Logan Lid.) 
pulls off a technical tour de force 
with an apparently simple study of 
a carved ivory statuette .. . but oh! 
the excellence of lighting technique 
and the admirable handling of all 
Stages of negative and print to bring 
forth from a flat sheet of photo- 
graphic paper such stereoscopic 
reality ! 

Eric Griffiths ohn Adams Pub- 
Sony Dany yet again proves himself 
to a maéstro almost without 
parallel in the art of sculpturing 
mechnical objects with his camera 
—always with that little extra touch 
of imagination that betrays the fun 

finds in photographing cven the 
most dreary bit of equipment 

Geoffrey Hughes (Morland Braith- 
waite Ltd.) has perhaps the most 
satisfying hedapelen rint shown 
of a lass named Eileen. Very 
natural—happily artlessly posed 
but very arttal colour handling! 


Glamour 


The president shows a Agtfacolor 
original of “Nurse Scorer,” whose 
career at a Birmingham School of 
Nursing has been admirably depicted 
in a lavishly illustrated recruiting 
brochure produced by advertisin 
agents S. b Toon & Heath Lid., 
Solihull, with numerous photo- 
a of hospital life by Major 

ilson, including this now exhi- 
bited, which is incorporated in the 
brochure's full colour cover. 

In case it should be thought that 
West Midlands photography lacks 
glamour, John Short presents a 
second panel of advertising photo- 
graphs—character studies, fashion 
shots and pretty gals a-plenty... . 
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Promoting trade 
with Denmark 


Eleven thousand copies of the 
rospectus for the British Trade 
Pair to be held in Copenhagen, 
September 29-—October 16, 1955, 
have already been sent to poten- 
tial exhibitors, it was stated at a 

ess conference held by the 
“ederation of British Industries 
at the Danish Consulate on Mon- 


i 

ter, in Denmark and the 
other Scandinavian countries, 
North Germany and Holland, 
there will be a campaign of direct 
mail to buyers, press advertise- 
ments, and posters. 

The Fair is sponsored by the 
British Import Union of Den- 
mark (a body of Danish agents 
and importers of UK goods) in 
co-operation with British Over- 
seas Fairs, Ltd, newly formed 
subsidiary of the FBI. 

Leslie Gamage, chairman of 
British Overseas Fairs, said that 
Britain was Denmark's best cus- 
tomer and Denmark was now, 
on a per capita basis, Britain's 
best customer. Exports to Den- 
mark had risen from £64 million 
in 1952 to £78 million in 1953 
and £39 million in the first half 
of this year, 

The long-term object of the 
Fair, he said, was still further to 
stimulate British exports to Den- 
mark and to the other Scandi- 
navian countries, 


This display toa 
happen to wool when it has not 


show what can 
been moth-proofed was used by 
George Lee & Sons ait a press 
reception at the Washington Hotel 
to introduce their Lee Target wool 
moth-proofed by the Mitin process. 
lt was arranged by Auld & Tilbury 
the company's agents, who 
organised the reception. 


Local press ads 


will name winners 


Grocers who visit the stand of 
George Payne & Company Lid. 
at the Daily Express sponsored 
British Food Fair have a chance 
of winning a daily £5 prize. 

A spokesman of the Compan 
said this week: “Winners will 
be notified by advertising in their 
local press, as well as by post. 
We place great value on adver- 
tising in the local press.” 

Press relations for the comeees 
is being carried out by Mar 
Stone « Associates. 
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Publications News and Notes 


New monthly ‘Do It 


Yourself’ journal 


Do It Yourself Lid., 1 Old Bur- 
lington Street, W.1., announce the 

publication of a new monthly 
ated Handyman, with W. P. 
Matthew, the BBC and TV handy- 
man, as managing and technical 
editor; Ken Mason, editor; and 
Jack Belton, advertisement manager. 
Handyman will be produced in 
newspaper style with five columns, 
13 in. long, 14 in. wide, to the page. 

It will sell at 6d. Publication 
date will be the 20th of each month, 
and the first issue will be on sale 
October 20. It will serve all the 
“Do tt Yourself’ interests and 
will not be a specialist publication. 

Footnote: In USA the Do It 
Yourself business is called “the 
shoulder trade’’ and is estimated to 
have an annual turnover of 6,000 
million dollars. 

” » + 

New weekly feature in Electrical 
and Radio T is a detachable 
supplement providing traders with 
the means to make a comprchen- 
sive fault-finding file and informa- 
tion for the appliance salesman. 
Clip binders are being offered. 

o * a 

September issue of Fashions and 
Fabrics, which sponsored the first 
National Fashion Fair at the Royal 
Festival Hall last week, carries 129} 
pages of advertisements—a record 
in recent years. Twenty pages, in- 
cluding many with sam attached, 
are taken by Moygashel. 


A promotion folder for the 1955 
trilingual international edition of 
Aeronautics is being sent to adver- 
tisers and agents throughout the 
country by George Newnes Lid. 
Published annually it is pas in 
French, or ood En 


The Seventies ta of Top Gear 


the Scottish motoring magazine, will 
be a st yy Motor w number. 
* 
Although lliffe & Sons, Lid., 


decided to increase this year's print 
orders for the three Farnborough 
numbers of to the highest on 
record, each s been over-sold 
before publication. 


Two of a kind 


The Wallpaper & Paint Retailers’ 
Association of Great Britain are 
launching their own journal, The 
Wallpaper & etailers’ Jour- 
nal, in January. It will circulate to 
the manager of every member shop 
throughout the country. In addi- 
tion, a copy will be sent to the pro- 
prietor or manager of every non- 
member shop known to the associa- 
tion, thus assuring a 100 per cent. 
coverage of the trade. More than 
30 pages of advertising have been 
booked in the first issue. 

Advertisement management is in 
hands of Magazine Advertising 


Mo nie is the second new rnal to 
cover this field. John ates Lid., 
Manchester, recently announced 


that ae would be publishing > 
Wallpaper Retailer 


oe ADVERTISING MANAGER’S CORNER | 


HOLIDAY HANGOVER 


Just when you were beginning to forget all the grim 
secrets of your Pending tray, there it is again, as full 
as ever it was before you left for that fortnight by 
the sea. No kind fairy has dealt with those knotty 
show material problems in your absence. Already 
they are beginning to get you down again and you can 
feel all the benefit of your holiday ebbing away. Once 
again the old familiar spots dance before your eyes. 
Once again those twinges in the liver. There's only 
one cure for the way you're feeling and you'll have to 


move fast. 


Ring up the Kingly St. Dispensary and 


get them to fix you one of their famous Point-of-Sale 


pick-me-ups. 


distinctive showcards, clever cut-outs by 


HARRIS 


THE FIRM WITH EXPERIENCE 


HARRIS ADVERTISING LIMITED, 29/30, KINGLY STREET, LONDON, W.!. 
Telephone: REGent 3295/6/7 


October issue of Homes and 

(the front cover is illustrated above) 
will be the largest ever published 
with 232 pages, including 128 pages 
of advertisements, 3\ in full colour. 
lt is stated that all records will be 
broken both for sales and adver- 
tisement bookings, Advertisement 
support of the magazine has almost 
trebled in post-war years. By the 
end of the year, it is claimed that 
“Homes -and Gardens” will have 
carried well over 1,000 advertisement 
pages. Average monthly sales are 

now over 150,000 copies, 


* * + 


The October issue of Ideal Home 
will be supported by a wide national 
and provincial press campaign. The 
200-page issue will include pa 
devoted to heating and lighting. 

” om a 


sale figure for The 
Hamilton Advertiser is 45,232. 
Head office of the journal is at Press 
Buildings, Hamilton, Scotland. 


Winner of the Miss Radio Luxem- 
bourg contest, sponsored by Radio 
Review, has 
had a week's 
holiday at 
Clacton-on- 
Sea. The holi- 
day was given 
to her by 
Clacton Cor- 
poration as an 
additional 
prize. She also 
receives a cash 
prize of £250 
and a holiday 
in Luxem- 
bourg where 
she will have 
an opportu- 
‘nity to broadcast. The lucky ri 
pictured here, is Miss Phil Tu’ 
of Monkstown, Co. Dublin. 


+ * * 
sales figures for August: Daily 


Sasa 


* * * 


Agriculture, the Journal of the 
Ministry of Agriculture, celebrates 
its diamond jubilee this month wich 
a special issue. It includes a fore- 
word by the Minister of Agricu!- 
ture and Fisheries, D. Heathcote 


handled by Cowlishaw & 
Lawrence Ltd. 
* . . 


The Steam Engineer will revert 
to its pre-war large page size as 
iy gt Bh 1955. 1 was reduced 
wage sine will be lit im. by 8) is 
oa % is. 
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“ment of 


The Joint Industrial Council of 
the Printing and Allied Trades of 
Great Britain and Ireland will be 
held at Edinburgh on Wednesda 
and Teseetay, aber 20 and 21. 


*. 
Paulden's, to ealeenan the 89h 
birthday of their store in Man- 


chester, took a 12- su ment 
in the Manchester Evening é Ironicie 
youentay (Wednesda 


* 
Peter Hope Lumley or ia the 
show and promotion when J, R. 


Taylor Ltd.'s fashion shop at 
St. Anne’s-on-Sea opened a “Swiss 
room” ae week. 
* a 

From Am. F. D. Stewart 
Lid., advertising agents, are moving 
to new premises e _—— Albemarle 
Street, London, W.1. 


Press lectures 


A course of lectures on “The 
Press” is to be held at the St. Bride 
Foundation Institute, E.C.4, on 
Tuesday evenings from October 5 
to December 7. 


association with the St. 
Foundation, 
* a * 


Dr. T. Vickerstaff is to speak on 
“Colour and Colorimetry as applied 
to Printing” at this year’s annual 
lecture of the Technical Traini 
Board for the Printing Ink a 
Roller Making Industry on Octo- 
ber 20. 

_ * 

Maicolm M ridge, pe of 
Punch, addre a luncheon meet- 
ing of the Institute of Public Rela- 

at the Criterion Restaurant 
oe (Thursday). His subject 
“The Horrors of Humour,” 


Warming up 


As from Sunday, October 3, 
Radio Luxembourg ‘will be on the 
air at three minutes to 6 o'clock 

night throughout the winter, 
to allow for Station announcements 
to be put over before the com- 
mencement of the first programme 


will start at 6 p.m.—one 
earlier than at present. 
a * * 
The stand of 


the Plessey 
ey — at the oS oa 
at Farnborough was igned 
Ra Design Ltd. 


. 
The Centafrican ae 
publications in Salisbury, S ‘ee Kd 
desia, have published a i2 -page 

folder containing marketing ved 
mation on each of the seven fields 
covered by the compeny '» jonenal. 


On September 27 evening classes 
in preparation for the vertising 
Association’s e¢xaminations start 
age & See at vag Junction as Somat 
S$.W.11. 

+. * 
Warden Ls. have 
issued a giving 
readership res for ocas news- 


paper and ma t 
the country, taken from the national 
readership survey recently published 

Incorporated 


by the “Tomttue of 
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DON SALTERO’S COFFEE HOUSE 


In and around 


Old Chelsea... 


| 1695, Don Saltero’s coffee house was a 
meeting place for the wits of the day, such 
as Johnson, Addison, Steele, etc. 

Situated otiginally in Danvers Street, Don 
Saltero’s was also a museum. ‘Ten thousand 
“ gimcracks”” adorned the ceilings and walls, 
and Sir Hans Sloane (founder of the British 
Museum) handed over much of his own 
collection. 


During the early 18th Century, the coffee 
house was removed to a site in Cheyne Walk 
which is, to-day, a private residence. 

Messrs. Day & Wilkins Ltd., printers of Chelsea, 
with their modern plant, maintain a similar 
tradition of “service with the colours”. 


Day & Wilkins 


LIMIT E D 
69/71, Old Church Street, Chelsea, $.W.3 


Tel. No.: FLAxman 0942/3 


mn a Oo 


TV ADVERTISING LTD 
ANNOUNCE 
THE FIRST EXPERIMENTS 
IN 
TV SHOPPING GUIDES 
AND 
ADVERTISEMENTS 


The very first experimental TV 
“* Shopping Guides” and other TV 
advertising films have been success- 
fully completed by TV Advertising 
Limited. 


It is now possible for you to see how 
products would actually appear on 
Television. 


This is only the beginning. A further 
series is being planned for filming 
next month and this offers you the 
opportunity to participate in experi- 
ments in this new medium. 


We will be very pleased to show you 
these films at viewings which are 
taking place daily. Simply telephone 
or write to : 


John B. Raper 
TV ADVERTISING LTD., 


1, OLD BURLINGTON STREET, LONDON, W.1! 
REGENT 5671 
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New Atlas poster 


A big national poster and press 
advertisin campaign for Atlas 
lamps and tubes is planned to com- 
mence “on October \, \6-sheet and 
48-sheet poster sites will be supple- 
mented with ‘bus sides, escalator and 
lift panels, and 4-sheet sites on the 
London Transport and British Rail- 
ways systems. 

The new Atlas pote design— 
above—continues the “lamp with 
the glamorous eyes” theme, which 
will also be used on the front pages 
of a series of provincial and London 
evening newspapers. Point of sale 
tie-ups are being offered to Atlas 
retailers, The account is now 


handled b Turner 
Vincent Lid. 


Max Factor to launch Top Secret 


with biggest-ever campaign 


Max Factor, whose appropriation is one of the largest among manu- 
facturers of cosmetics, have announced a campaign for their new Top 
Secret which they claim will be an all-time record for one of their adver- 


tising drives. 
Crane P 


Ltd. have booked large spaces in the trade press, the 


national dailies and Sundays, the provincial press and the women's maga- 


zines. 
product on September 30. 
duced. 


The Daily Express are to carry a two-colour wag 
A full-colour feature film has also 


for the 
been pro- 


Top Secret is a hair spray with Lanolin, packed in press-button bottle- 


type container. 


Record displays 


In connection with the launchin 
of their 334 r.p.m. “Minigroove” 
records, the gramophone records 
division of Philips Electrical Ltd. 
are running a nation-wide window 
Goes campaign from October 4 
to 30, 


During these four “Record 
Weeks” a total of 1,500 dealers in 
400 towns of the British Isles will 
feature a window display devoted 
exclusively to Philips “Minigroove” 
and 78 r.p.m. records. Material to 
be supplied consists of two show- 
cards in blue and yellow measuring 
2 ft. x 2 ft. 6 in.; one small show- 
card; display stands for ‘“Mini- 
roove’ dummy sleeves; a holder 
or three 78 r.p.m. records, and two 
special fly sters. Agents for 

hilips are Erwin Wasey & Co., 
Ltd. 


At last! 


WALLPAPER & PAINT 


the Wallpaper & Paint Retail Trade is to 
have its own Trade Journal 


THE 
WALLPAPER & PAINT RETAILERS’ 


JOURNAL 


First issue January, 1955 


Official Organ of the 
RETAILERS’ 


of Great Britain 


ASSOCIATION 


The Journal will give a complete coverage of every 
retall walipaper & paint shop in the country. 


Specimen dummies and rate details from : 


MAGAZINE ADVERTISING LTD. 


Salisbury Square House, Fleet Street, London, E.C.4. 
Telephone; CENtral 1152/3 


Black & Decker drive 


The “biggest national press cam- 
i ever for portable electric 

” is claimed by Black & Decker 

, for their drive which opens 
. Agents Smee’s Advertising 
Ltd. have booked spaces in the 
trade, national and provincial press, 
and a two-minute colour film and 
a regular weekly show on Radio 
Luxembourg are also included in 
the campaign. 
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Mazda half-pages 


During the winter campaign for 
Mazda Lamps, half-page ig 
advertisements will appear in The 
Times and Manchester Gugrdian, 
among other national dailies. They 
will similar in style to the 
advertisements used last year, which 
included short descriptions of some 
of the ways in which the BTH Com- 
pany have contributed towards light- 
ing developments during the last 
50 years. 

Advertising in the national papers 
will also include small “remindes”’ 
advertisements on the theme 
“Mazda Lamps Stay Brighter 
Longer.” 

In the provincial and trade press, 
advertisements will concentrate 
mainly upon two aspects of the 
Mazda winter campaign, “Lighting 
to Measure” and the Mazda “Queen 
of Light” competition organised by 
BTH to celebrate the diamond 
jubilee of light. 

Among the new Mazda display 
units is a plastic illuminated show- 
card in two colours, stamped in 
relief on rigid white p.v.c. Agents 
are Mather & Crowther Ltd. 


Valtex agents 


Agents for Valtex Hosiery Ltd. 
are John Halifax Ltd., of Leicester. 


CURRENT ADVERTISING AT A GLANCE 


Accounts 


8. ALLCOCK & CO., LTD., fishing 
tackle manufacturers, for Nicholls 
Dorrity Advertising (Birmingham) 


Lid 
J. CINNAMON LTD., for Colman, 
Prentis & Varley Lid. from Octo- 


ber |. 

R. B. PULLIN GROUP (national 
campaign next year), New Con 
veyor Co., Ltd. G. Fletcher & 
Co,, Ltd, Triangle Valve Co., 
Lid., W. Jessop & Co., Ltd., and 
Colborne Engineering Co., Ltd., 
for Rooster Publicity Ltd. 

ANGELA MANUFACTURING 
CO., LTD., for Richard-Stanniey 
(Advertising) Ltd. 

PANORAMA EQUIPMENT LTD., 
safety equipment manufacturers, 
for Howard Panton Lid. from 
October 1. Trade press campaign 

W. A. MUIR LTD., jewellers, and 
Peak Tailoring (Northern Credit 
Sales Ltd), for Commercial 
Advertising Service Lid. | Local 
press campaigns. 

ACATOS & CO. for 
Advertising Ltd. 


Campaigns 


PRESSED STEEL CO. 
using national dailies, Sundays, 
weeklies, and magazines, and 
trade press (Auld & Tilbury Ltd.). 


MAZDA LAMPS, using large 
spaces in national dailies and pro- 
vincial and trade press, and new 
display material (Mather & Crow- 
ther Lid.). 

SCOTTISH SAVINGS COMMIT- 
TEE, using Scottish dailies and 
evenings, posters and display 
material (Mitchells Advertising 
Ltd.). 

PHILIPS, using window displays 
for “Record Weeks” (Erwin 
Wasey & Co., Lid.). 

ATLAS LAMPS, using posters and 
London and provincial evenings 
(Dudley Turner & Vincent Ltd.). 


Craven's 


LTD., 


PROCEA PRODUCTS LTD., using 
evenings and selected weeklies for 
test campaign in Manchester, 
Bolton and Blackpool for 
wrapped loaves (Dorland Adver- 
tising Ltd.). 


TOP SECRET (made by Max 
Factor), using large spaces in 
national and provincial press and 
women's magazines to announce 
new product (Crane Publicity 
Lid.). 


DORMY BLANKETS, using large 
colour and black-and-white spaces 
in national dailies and selected 
women’s journals (Erwin Wasey 
& Co., Lid.). 


BLACK & DECKER, using 
national press, filmlets and Radio 
Luxembourg series (Smee's Adver- 
tising Ltd.). 


SOMERVELL BROS. LTD., using 
full colour pages in_ selected 
women’s monthlies and lar 
spaces in national dailies for 
Shoes campaign (S. H. Benson 
Ltd.). 


MEN’S HAT PROMOTION LTD. 
using national dailies and weeklies 
and point-of-sale material for 
autumn campaign (Pritchard 
Wood & Partners Ltd.). 


CALPRETA FINISHED FABRICS, 
using full colour and black-and- 
white spaces in selected wémen's 
journals and display and point-of- 
sale material for spring campaign 
(Dudley Turner & Vincent Lid.). 


PANDA SHOES, using national and 
provincial press and women’s 
magazines and display material 
for autumn drive (Auger & 
Turner Ltd.). 


WEMBLEY, using national dailies 
to announce hew game (Samson 
Clark Ltd.). 


JOHN COLLIER, using national 
and provincial dailies and 
Sundays, London and provincial 
evenings and leading magazines 
(Greenlys Ltd.). 
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In the Sunday 
Quality Field 
THE OBSERVER 
has the highest 
readership and 


the lowest rate. 


A FIRST QUALITY PRODUCTION WiTH 4am 


EDITORIAL AND MEWS TO MATCH 


EMMOTT & CO., LTD., 3) KING ST. WEST, MANCHESTER, '3 5 
LONDON OFFICE: 50 TEMPLE CHAMBERS TEMPLE AVENUE, £.C.4 si 5 


ADVERTISER'S WEEKLY 


It’s the 
WANDSWORTH 
BOROUGH 
NEWS 


(Established 1885) 


PUTNEY 


ROEHAMPTON 
SOUTHFIELDS 


WANDSWORTH 
EARLSFIELD 


CLAPHAM 
JUNCTION 


ETC, 


WANDSWORTH BOROUGH NEWS CO. (1954) LTD 
Head Office : 
144 WANDSWORTH HIGH STREET, S.W.i8 
Telephone: VANdyke 4226-7 
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ADVERTISER'S WEEKLY 


...ON BUYING POWER 


aN THE ENGINEERING 
INDUSTRIES 


‘The Engineers’ Digest”’ 
is definitely read by tech- 
nical executives who 
decide the buying of 
materials and equipment 
in the leading engineer- 
ing concerns in Great 
Britain and overseas. 


Ask for particulars of 
our coverage of the mar- 
kets in which you want 
to sell, 


-ENGINEERS 
DIGEST 


120, WIGMORE STREET, 
LONDON W.I. 


Telephone : 
WELbeck 9357 & 6263 


One of the richest 
agricultural areas 
in the country 

is completely 


covered 
by the 


Pembroke County 
and 


WEST WALES 
GUARDIAN 


(Established (861) 


The most 

influential paper 

in Pembrokeshire, 

South Cardiganshire 

and West Carmarthenshire. 


Head Office: 
18 Market Street, 
‘Haverfordwest, Pembrokeshire 
Telephone : Haverfordwest 57 
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Club News 


| Regen 
Who reads copy? 


| “Who reads copy, anyway?” is 
| the title of the Regent Advertising 
Club's Creative Group discussion, 
| t be started off by Donovan 
Candler, managing director of 
Artist Partners Ltd., at the club on 
Monday, September 27. He used 
the phrase at a recent Institute of 
Contemporary Art debate on “Art 
in Advertising.” 

This will be the first of the 
Group's new series of lectures, visits 
and discussions. 

On the following day, P. L. 
Stobo, joint managing director of 
S. H. Benson Lid., will give a lec- 
ture to the club on “Campaign 
Planning.” 


Fleet Street 
Column Club 


Noted visitors 


Fleet Street Column Club is 
reviving its pre-war lunches to 
famous personalities. They will be 
held quarterly. , 

The first takes place next Monday 
when Jack Crump, sports writer and 
manager of the British athletic team, 
will visit the club with five leading 
British athiectes—Brian Shenton, 
Jack Parker, Derek Johnson, Jean 
Desforges and Shirley Hampton. 
They will talk on the progress of 
British athletics during the past year. 
The lunch will start at 1 p.m. 


Newcastle 
Films open 


programme 


The ye gge FAS epee Club 
opened their programme 
with a film show at the Crown Hotel, 
Newcastle. Members saw the film 
strip prepared for the Women’s 
Gererteing: Club of London, “Do 
You Belong in Advertising?”, 
“Inside sect a sound film by 
Theatre Publicity Ltd., and “Can 
We Help You?”, a film by Turners 
Ltd., about the application of films 
to peeuciry. 

The club is to hold its annua! ball 
on September 23 in the Old 
Assembly ——~ Newcastle. Title 
of the event is “Fiesta,” and 
hundreds of prizes have been 
promised, together with cabaret 
shows and novelties. Proceeds of 
the evening are to go to the Percy 
Hedley School for Spastic Children. 


LOMBARD ROAD: 


TELEPHONE - LIBERTY 4606 (10 LINES) TELEGRAMS - REGICOR, PHONE, LONDON 


“ Birmingham Gazette” phetograph 


K. W. Bailey, advertisement manager 
of the Birmingham Gazette & 
Despatch Lid. (right) looks on as 
a chairman's badge he gave to the 
Birmingham Publicity Association, 
to mark the end of his term of office 
as chairman, is presented to the new 
chairman, W. H. Sing. publicit 
manager of the Birmingham Post 

Mail Lid. (centre) by A. Chamber- 
lain, the Association's president, and 
managing director of Hercules 


Cycles Lid. 
London 


Opening social 

The Publicity Club of London will 
hold its opening social of the season 
at the Waldorf on Monday evening, 
when Miss Vera E. Thorne (cam- 

igns division, Central Office of 
nformation) will receive the Craw- 
ford Cup for her winning essay on 
advertising London to Londoners. 

The Announcer, the official jour- 
nal of the Publicity Club of London, 
is now yy Ft roduced by photo- 
litho and is believed to be the first 
journal of its kind produced by this 
process. The September issuc has 
eight pages. 


Golf 
Sweep tickets for 
all NAGS members 


At the NAGS Autumn Meeting 
to be held at Sunningdale on Sep- 
tember 29, members will be able to 
buy pool sweep tickets whether they 
are playing or not. 

Philip Hudgell, secretary, says the 
notice of the meeting may have 
given a false impression. In fact, 
Re | member of the Society can a | 
tickets up to Friday, September 

Owing to a 
notice gives ¢ 
returns incorrectly. s 
be: W. S. Robinson 71 — 4 = 67; 
Desmond Flower 81 — 9 = 72; 
P. W. G. Needham 75 — 2 = 73; 
P, E. Deverall 82 — 8 = 74; W. A. 
Spek 74 + 1 = 75; E. C. Millard 


rinter’s etror, the 
leading sprin 


Ducat 89 — 13 = 16; Charles 
vey 85 — 77; G. H. Dunbar 
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Oxford 
Display ‘neglected’ 


D. St. Julian-Brown, display con- 
sultant to a chain of bookshops and 
newsagents, told the Advertising 
Club of Oxford at their first meet- 
ing of the season, “We don’t take 
display seriously enough in this 
country.” As an example he quoted 
one big London store, which had 
only recently stopped promoting 
their porters to window-dressers. 

On the Continent, people realised 
that display was the means of - 
sonal contact with the client, and to 
achieve this they were prepared to 
spend endless time and energy think- 
ing up new ideas and executing 

m. 


Coventry 
President re-elected 


Lt.-Col. G. J, Long, who was 
installed as president of the 


continue in Office throughout the 
present year. ‘ . 
a founder member of the associa- 
tion, and was chairman for 1951. 
He is publicity manager of the 
Daimler Co., Ltd 


ADVERTISING 
DIARY 


Friday, September 17 
PUBLICITY CLUB OF LEICESTER lun- 
cheon. P. J. E. Warburton on 


thoughts. 
12.30 for 12.45 p.m. 

Monday, September 20 
FLEET STREET COLUMN CLUB lun- 
cheon. Chief guest: Jack Crump. 
12.30 for 1 p.m. 


PUBLICITY CLUB OF SHEFFIELD 
annual general meeting. Evening 
meeting 

PUBLICITY CLUB OF LONDON. | ual 
meeting and ‘‘get-together.”’ al- 
dorf Hotel. 6.15 p.m. 


Tuesday, September 21 
PUBLICITY CLUB OF LEEDS luncheon. 
Speaker: L. du Garde Peach on 
*“Showmanship."’ Great 
Hotel. 12.45 p.m. 


BIRMINGHAM PUBLICITY ASSOCIA- 
TION luncheon. Speaker: 
Leaker on* ‘Through a Parlour 


Window." 12.30 p.m. 
ADVERTISING - PRESS CLUB. First 
meeting of 1954/55 session. 
Shelbourne Hotel, Dublin 


Wednesday, September 22 
ADVERTISING CLUB OF OXPORD. 
Subject: Point of Sale Advertising. 
City Restaurant, Oxford. 6.39 p.m. 
PUBLICITY CLUB OF NEWCASTLE. 
Annual ball at Old Assembly 
Rooms, Newcastle. 


THE MANUFACTURE OF 
POINT OF SALE 


ADVERTISING MEDIA 
ON METAL AND 


BOARD 


REGINALD CORFIELD L™® 


MERPON: S.W.19 


» SMOWCARDSs 4 


FAM ; 
0 COSTERS (SN 


f, ete 


SILK SCREEN ARTS Li? 


97 SHIRLEY ROAD. CROYOON 
ADOISCOMBE 8147-6 


HIGHEST GRADE PEEDY SERWICE 
CLEAN «© SHARE \ EXPRESS 
RAFTSMANS: “DELIVERY 
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SPPOINTMENTS VACANT 


GEORGE NEWNES PUBLICITY 


requires 
PRODUCTION 
EXECUTIVE 


Excellent opportunity for enthusiastic 
young man of proved ability to fill 
responsible position. The appointment 
calls for one with previous agency 
experience of working in close liaison 
with busy creative team, and being able 
to plan and control production through 
all stages for heavy output of promotion 
matter — national press campaigns, 
posters, folders, etc. All-round prac- 
tical experience of printing, engraving 
and general production methods essen- 
tial, Write in confidence stating 
present position, career, age and salary 
required to 


Publicity Production Manager 
GEORGE NEWNES LTD... 
Tower House, Southampton Street, 

Strand, London, W.C.2. 


BOY SCOUTS ASSOCIATION. SCOUT 


SHOPS. Excellent opportunity for 
young man able to create displays, 
prepare catalogue layouts and price 
ists, assist with outdoor displays, etc. 
Lettering essential. Knowledge of 
Scouting an advantage. Salary about 
£500 p.a., according to experience. 
Apply in writing, giving full particu- 
lars, to Administrative Secretary, Boy 
ts Association, 25 preaches 
Palace Road, London, S.W.1 
A VACANCY occurs in progressive 
West End Agency for experienced 
Voucher Clerk (either sex). Five-day 
week. Write, i, age, experience 
and salary 
Box 8737 ‘at Weekly 1! 180 Fleet St BC4 


N.S.W. 


LIMITED 


have important openings for 
young men of 22 to 24 years of 
age with sound knowledge of 
copy detail and production, as 
assistants to Account Executives 
for general liaison work with 
production and supply depart- 
ments. Some agency background 
Write giving full 
details of experience and salary 
required to: 


essential. 


General Manager, 
NAPPER, STINTON, 
WOOLLEY LTD. 


14-19 GREAT CHAPEL STREET 
Ww.! 


CLASSIFIED ADVERTISEMENTS 


| RATES: APPOINTMENTS VACANT, 


_ advertisements « 


APPOINTMENTS WANTED, 3s. per line 
classifications, 4s. - lime. 
charge, one line 9d. 


covering 


Weekly,” 


Situations Vacant : 


or she, 


- per —! panel inch. Minimam, 3 lines. 


posta: 
> coven insertions M 
180 Fleet Street, London, E.C.4. 


APPOINTMENTS VACANT 


* The engagement of persons answering these advertisements must 
be made through a Local Office of the Ministry of Labour or a Scheduled f mpioyment 
Agency if the applicant is a man aged 18-64 inclusive or « dy - aged 18-59 inctusive 
unless he or the employment, is excepted 

Notification of Vacancies 


595 


ADVERTISER'S WEEKLY 


APPOINTMENTS WACAN 


COPYWRITER 


A young advertising man who prefers 
to work with a smal happy team would 
like this progressive job in « growing 
agency where he'll definitely be ‘ some- 
body He'll write honest, straight- 
foreerd copy with all che ideas he can 
contribute on an interesting variety of 
accounts. Like to have a chat with us ? 
ic will be worthwhile working with us 
from any point of view. 


Box 6697 


gee SE par Hine, Ge. per daplay po 
35s. per display panel inch. 


ar) aa 

A opt Box Ne. 

s ies on application: all 

Ust. BE. PREPAID. Address * Adverticer" "s 
CHAncery 8844 (Ex. 25) 


the 
Order 1982." 


Drovisions of the 


are you an experienced 


John Tait & Partners Ltd. 


Whitehall 4683 


visualiser 


looking for an interesting and progressive job’ 
Write or phone: The Art Director 


Grand Buildings, Trafalgar Square, W.C.2 


Advertiser's Weekly 180 Fleet St C4 


A CAPABLE MAN 
mailing list of baoaee industrial Mail 
Order Company Work includes 
keeping lists up to date, eliminating 
returns, adding new names, # 
ing staff. Those who have held (hold) 
@ similar position are invited to write, 
stating — of experience, 
salary required 
Box #728 Ad. Weekly 180 Fleet St BCS 


required to control 


A YOUNG JOURNALIST 


With some ex 


perience required for 
interesting work by large organisation 
in West End of London, Must be able 
to get on with and understand engineers 

to write interesting but sccurate 


semi-technical articles, interest in 


PRODUCTION 


ASSISTANT 
required 


to work on an _ interesting 
group of National and Tech- 
nical accounts. Applicants 
should be experienced in hand- 
— all stages of mechanical 
det position, 
conditions, 
including Luncheon Voucher 
scheme. No Saturdays. 
Write giving full details and 
salary required to the :— 
PERSONNEL MANAGER, 
CLIFFORD MARTIN LTD. 
PICCADILLY HOUSE 
33 REGENT STREET, SWI 


aircraft helpful but net essential, 
Pleasanc ag FB conditions, 5-day 
week, scheme. 
Own staff know - this advertisement. 
Write in confidence enclosing one or 
two cuttings (which will be returned) 
and stating age, details of experience 
and salary required to 


Box 8761 
Advertiser's Weekly 180 Fleet St EC4 


MALE CHECKING CLERK required in 
Voucher Department. Previous Agency 
experience necessary. Permanent post- 
tion, no Saturdays. Apply Mr eo! 
Alfred Bates & Son ‘Lid. 1” 
Street, E.C.4. 

WELL-KNOWN Evangelical Weekly 
Offers excellent opportunity to man 
with advertising experience as outside 
Representative. Please state age, ex 
gomrone and salary required to 

x 8727 Ad. Weekly 180 Fleet St BC4 


T. B. LAWRENCE LTD. 
Van Poster Publicity 


We require a young man, of about 30 


VACANCY occurs for Senior Assistant 
in Advertising Department, eventually 
taking over as anager. Applicants 
must be accustomed ayouts, 

y catalogue and literature layouts, 
= erably with line drawing ¢ 
but not essential. Exce 
cupastealie those secking oe yee 
status. State age and full details 
vious experience. Commencing sa ~ 
£600-£650. Howard Clayton-Wright 
Ltd., Wellesbourne, Warwick. 


years of age, to assist our Managing 
Director. Some experience of poster- 
publicity an advantage, but not essential. 
There is ample scope, here, for quick 
promotion, and a permanent Executive 


PRODUCTION MAN 


This is a job in a small 
agency wheve he will have 
responsibility and welcome it! 
Therefore, he will need a good 
knowledge of typography and 
process. He'll really be ‘ some- 
body’ in the agency and work 
with chaps who will appreciate his 

if he wants to develop 
any other talents he will not be 
restricted. Why not have a chat 
with us? 


rowing 


Box 8698 
Advertiser's Weekly 180 Fleet St EC4 


position. 


Full particulars, please, and salavy re- 
quired to :— 
The Secretary, 
T. B. LAWRENCE, LTD., 
3/4 Clement’s Inn, London, W.C.2. 
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ADVERTISER'S WEEKLY 


Senior 
Account 
Executive 


required for Malaya 
by 
MASTER'S LIMITED 


16-C, Cecil Street, Singapore 


An opportunity exists with this old-established 
European Advertising Agency for a Senior 
Account Executive with all-round practical 
experience in all phases of Agency practice. 
Responsibilities will include servicing National 
accounts. 


Successful applicant must possess highest 
recommendations as to character and ability. 
Generous salary and allowances with first-class 
passage paid, and six months’ leave after com- 
pleting three years’ service. 


Address applications accompanied by full 
details of personal history, past and present 
employers, accounts handled, etc., to “Executive’’, 
c/o Messrs. Foote, Cone & Belding Ltd., 27 Hill 
Street, Berkeley Square, LONDON, W.1. 
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| CLASSIFIED ADVERTISEMENTS 


. APPOINTMENTS VACANT 


| Siteations Vacant 


The engagement of persons answering these advertisements must 
be made through 2 Local Office of the Ministry of Labour or a Em 


Scheduled ployment 
rh ant M8 man 29d 10-66 inciusive or » woman aged 18-69 lndiative 
or 


if 
he _ or employment, is excepted from the provisions of the 
Ro Ne 


NO VACANCIES 


for anyone who is not within a stone’s throw of being a 
top-flight, front-rank, first-class, ace-high artist or any other 
vague term, but—if you think you're really good—give us a 
ring, or write for an appointment, and we'll tell you all about 
the job we've got in mind. Pefitagon Design Services Ltd., 
36-38 Rupert Street, W.1. 


GERRARD 6721 


ADVERTISING-SALES MANAGER of 
well-known Liverpool Company, mar- 
keting through retail channels, also 
mail order, requires understudy. 
Duties primarily would be to maintain 


DISPLAY ASSISTANT wanted for 
Exhibition production requiring neat 
hand lettering. assembly of photo 
material, some capacity for model 
making and a gga good sense of 


effective correspondence liaison with design and minimum 
small sales force, deal with their salary required. Write Box 672, John 
queries, and assist generally with Hart & Co., 38 Chancery Lane, 
administration of department. Must wc.2 


have had experience in this type of 
work. Preference to applicant who 
can assist with production of cata- 
ues, ctc., and with some knowledge 
print buying. This is a permanent 
appointment to suitable applicant. 
Pension and insurance benefits. State 
age, education and full details of 
experience and salary required. 
Box 8739 Ad. Weekly 180 Pleet St BC4 


SPACE SELLING REPRESENTATIVE 
for “Stores & Shops” retail trade 
monthly. Write in confidence, stating 
age, experience, education and 
requir Newman Books Ltd., 
Welbeck Street, W.1 


GENERAL 
ADVERTISING 


requires 


TYPOGRAPHERS 


Leading London Agency has vacan- 


cies for capable and efficient staff 
with previous agency experience. 
Write giving details of experience, 
age and salary required, to 


Box 8724 


Production Assistant 


This is a junior post for a young 
man with some agency experi- 
ence who has already completed 
his National Service, and offers 


good prospects to good worker. 


Apply : 

Mr. S$. G. Miller 
GENERAL ADVERTISING CO. 
OF LONDON LTD. 

18, Charing Cross Road, W.C.2. 
Covent Garden 288! 


Advertiser's Weekly 180 Fleet St €C4 


LONDON Letterpress, Colour and 
General Printer requires R 
tive with a connection. 

ven to build up a good turnover 
odern plant and good service. Onl 
one other representative on st 
Write in full confidence to 
Box 8735 Ad. Weekly 180 Pleet St BC4 


McCANN-ERICKSON ADVERTISING REQUIRE 


Traffic Department 
Controller 


must be Agency trained and used to handling large 
National Accounts. 

Working knowledge of Production, Schedules and 
copy essential. Ability’ to get and keep things 
moving is a first requirement. 


Write giving details to : 


General Manager, McCann-Erickson ‘Advertising Ltd... 
. BRETTENHAM HOUSE, LANCASTER PLACE, W. 
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APPOINTMENTS VACANT 


AGENCY NEEDS 


COPY 
CHIEF 


—to take full charge of copy output 
of well-known and expanding London 
Incorporated Practiti $s sp i 

“ technical "' accounts. He 
will thoroughly understand the 
He will have a 
flair for getting basic information and 
sifting selling points. His ideas and 
copy will be of top agency level. The 
appointment has great scope for a 
really experienced man. Write, in 


industrial approach. 


confidence, stating age, experience 


and salary expected. 


Box 8760 
Advertiser's Weekly 180 Fleet St EC4 


for top lettering 
and others with layout or retouching 
y 4--t studio at 


AMBITIOUS 
LAYOUT ARTIST 


Wanted to join busy expanding 
studio. 


Progressive opportunity for 
young man, 23 to 27, in London 
Agency. 

Must have Agency experience 
and e of competent 
Visuals and Finished Layouts. 
Happy Studio Conditions, 


Phone for appointment to 
Studio Director, Max Ritson 
& Partners Ltd., 33 Henrietta 
-—, W.C.2, Temple Bar 


ORDER CLERK, ent, 
estimating, for Print Agency, E.C.4 
: Penni 


oe 
State salary required. Reply 
Box 8730 Ad. Weekly 180 Fleet St EC4 


597 


CLASSIFIED ADVERTISEMENTS 


BRITISH EUROPEAN AIRWAYS 


invite applications for the post of 


ADVERTISING MANAGER 


The duties include the control of all B.E.A. advertising at home and overseas. 
Applicants must have a wide knowledge of all forms of advertising, and of 
export advertising. This is a senior appointment and the successful applicant 
must show evidence of considerable administrative ability and previous 
managerial experience. Salary according to qualifications, but not less than 
£1,750 pa. The successful applicant will be required bed pass a medical 
examination and to participate in the Pension $ \pp ns, giving 
full details of age, education, previous employment, present appointment and 
salary to Chief Personne! Officer, B.E.A., Keyline House, Auislip, 
Middlesex. 


ROWNTREES (OF SCARBOROUGH & 


a er YOUNG MAN, about 25, 
YORK) require experienced 


youns for office of Letterpress Colour 
Artist for their Scarboro: ore, Printers. Versatile, enthusiastic, pre. 
with flair for contemporary design and ferably with knowledge of 
ability to produce finished work. The 


yg full details to Cockayne & Co., 


work is concerned with Pashion in 268 Waterloo Road, §.E.1. 


Drapery and Furnishing. The success- 


ful applicant will be required to con- 
trol the general studio work associated SECRETARY SHORTHAND TYPIST TO 
with a pertmont Sore. wader the PUBLICITY MANAGER 
supervision of the vertising Man Large Engineering Organisation 10 miles 
t. Applications, giving full details 
- qualificas x : ae bed RS on =. lecoresting wale 
ent 38 ary, 0 me controller German and/or Spanish essential. 
We a RF... Lid., 31-39 Telephone, Publicity Manager, 
‘estborough, Scarborough. 3022, or write details experience, 
nationality, etc., to 
Box 8721 
WELL-KNOWN Advertiser's Weekly 180 Fieet St €¢4 
ADVERTISING AGENCY YOUNG ARTIST required for Bath 
_— Attributes should be he 
. y — sense and a flair for 
requires 


figure w 
Box 8731 J na. Weekly 180 Fleet St BC4 


LETTERING ARTISTS 
WANTED 


Required to work on all 

types of finishes creative 

Layout ability 

would be of great help. 

Write for appointment. 
ART DIRECTOR 


THE FLEET ILLUSTRATING 
SERVICE LTD. 


10, tants 1 London, 


lettering. 


These positions are progressive 


AN i aa arises for & man 


able to write yt <¥ 
can produce r ayouts a 

End ~~ 

will be re wired to work on leaflets, 
folders and press povesuenmnate mae 
technical nature. Plenty of 


Se | salary for a with ‘ts 
nd full details it" experience age 


and salary expected t 
Box 8736 Ad. --4& ‘80 Pleet St = 


BOOKKEEPER required for advertising 


agency bough . Good 
~<a A Siac 


sone Dew Weekly 180 Fleet St BC4 


Fully Experienced 
PRODUCTION 
ASSISTANT 
Well-paid responsible 


position for man or 
woman age 25-35. 


implements. 


CREATIVE re- 
ee eS ie 
enced in 


# @) sound lg proces end a Advertising Agents. 


Wire Saving gms deals, ‘p 


STUDIO 
have further vacancies for 


RETOUCHING ARTISTS 
Top wages, bonus and superannuation scheme. 
Write or ‘phone Studio Director for appointment. 

STUDIO IRWIN LTD. 


trwin House, Gough Square, Fleet Street, E.C.4 
Telephone: CITY 2171 


and experience to: 


’ ADVERTISING MANAGER 


A large and expanding industrial concern in Lin- 
colnshire has a vacancy for an advertising manager. 
The company’s activities include the importation of 
e American and German contractors’ plant and farm 
tractors and the manufacture of agricultural 


The man we want must be an advertising all- 
rounder, he must be capable of co-ordinating and 
controlling an expanding programme of leaflet 
production, exhibitions, sales promotion schemes 
and press advertising in conjunction with the 


He will also be responsible for the advertising 
programme of our subsidiary company in London. 
This is a new appointment and an unusual oppor- 
tunity to grow with an expanding business. 

Commencing salary fully commensurate with ex- 
perience. Write giving full details of age, education 


BOX 8722 
Advertiser's Weekly 180 Fleet Street EC4 
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- APPOINTMENTS VACANT 


SerTemMBer 16, 1954 


CLASSIFIED ADVERTISEMENTS 


employment, is excepted from 
Notification of Vacancies Order 1952." 


APPOINTMENTS VACANT 
TYPOGRAPHER 


(Not too senior, not too junior) 


ART DIRECTOR 


and 
Typographer with at least two years’ agency experience for 
original mark-ups and adaptations on an interesting range of 
consumer and technical accounts. Profit sharing and 
pension schemes in operation. Write stating age, experi- 


VISUALISER rnin san praton ite ating ete 


wanted by S. C. PEACOCK LTD. 


MASTER'S LIMITED || = 


EDITORIAL ASSISTANT (lady) re- 
=e for Employee Publications 
partment of well-known food 
manufacturers in N.W. London. 


YOUNG MAN, under 30, with experi- 
ence of advertising or sales promotion, 
to train for Executive position in trade 


1. Cc ing salary £400 
*-* have shorthand, typing, p.a. Write, with full particulars of 
ertising write good English, flair for layout and education, experience, age, 17 to 


Associated Services 
Singapore 


knowledge of printing processes. 5-day 
week, canteen and recreational facili- 
ties. Write, stating age, education and 


Box 8734 Ad. Weekly 180 Pleet St "ECS 
ASSISTANT required for Information 
Officer, Guided Wea Division of 
The English Electric Co., Ltd., Luton. 
Age 25 to 30. Some publicity and 
public relations experience essential. 
Applications to Dept, C.P.S., 336-7 
Strand, W.C.2, quoting Ref. 1166L. 


experience, to 
Box 8729 Ad. Weekly 180 Fleet St BC4 


Enthusiastic 


Experienced Art Director is required by this old- 
established European Advertising Agency with 
world-wide associates. Minimum of four years 
studio management essential. Must be creative. 
This is an appointment with great possibilities for 
a man who seeks wider scope for his abilities. 

A first-class Visualiser is also required with 
experience of working on National accounts. 
This is an opportunity for a man to exercise his 
originality to the full on an immense variety of 
accounts. Both appointments provide six months 
leave with pay at end of three-year contract, 
passage paid. Generous salary and allowances. 


Interviews with Managing Director will be 
arranged in London for selected applicants. 
Applications to be addressed in first instance, 
accompanied by full details of personal history, 
past and present employment, etc., to : 

“ MASTER’S,” c/o Foote, Cone & Belding Ltd., 
27 Hill Street, Berkeley Square, LONDON, W.1. 


PRODUCTION 
peg (omen 


py young team in 
Agency (I. PA), 
ral London. Young man or 
(20-23), some previous AT 
experience; knowledge of blocks, type, 
printing process. Opportunity to gain 
experience of unusually varied work on 
reduction of all forms of publicity. 
Prency of scope to progress with growing 
Agency. rite 


Box 8719 
Advertiser's Weekly 180 Fleet St EC4 


SOUTH AFRICAN REPRESENTA- 
TION. Old-established firm of Agents 
and Distributors throughout the Union 
and Central Africa has immediate 
vacancies for representing (a) Textiles, 
(b) Food Products (c) Allied Lines. 
Please reply in first instance to Belkoff 
& Gillis, 808 Castle Mansions, Eloff 
Street, Johannesburg, South Africa. 


Assistant to Production Director 


urgently required for expanding 
End Agency. Must be paceman hye aw 
fully conversant with agency routine. 
S-day week, no Sets. Write full detal’s, 
experience, salary required to ; 

Box 8755 
Advertiser's Weekly 180 Fleet St EC4 


YOUNG WRITER required for editorial 
blicity department of Major British 
Pilm iim Company. Experience of liaison 
work with national publications an 
advantage. Write, stating full details 
experience, salary required, etc., to 
Box 8759 Ad. Weekly 180 Fleet St BC4 
SILK SCREEN PRINTERS in West 
London area require experienced 
Representative. Write, in confidence 
stating age, experience, connection 
any, and terms required, to Managing 


Director 
Box 8672 Ad. Weekly 180 Fleet St BC4 
CAPABLE person wanted to run Adver- 
a or woman. Nine 


Lond 
Box 8766 Ad. Weekly 180 Fleet St BC4 


FIRST CLASS 


GENERAL ARTIST 


REQUIRED 


Must be creative and able to design and produce roughs and finished 
drawings of high standard for press, leaflets, folders, posters, show- 
cards, etc. The position offers a generous salary for the right man 
and accommodation is available in the Company's own hotel. 
Contributory pension scheme. Reply in full confidence with full 
details of experience or telephone for interview. Appointments 
can be arranged evenings or Saturday mornings. Apply—Staff 


Manager. 


THE BRITISH BATA SHOE CO., LTD., 
EAST TILBURY, ESSEX. Telephone : Tilbury 800. 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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SEPTEMBER 16, 1954 


4PPOINTMENTS YACANT 


REQUIRED 
EXPERIENCED 
GENERAL ARTIST 


with flair for high-class 
constructional Showcards and 
Cut-Outs. 


Write or ’phone : 
Advertising Display Ltd., 
46 Charlotte Street, W.I 

LANgham 5351-2 


YOUNG JOURNALIST required to 
assist in i 


. editorial work, 
etc., in the creative section of the 
Publicity Department of a large elec- 
trical i organisation on 
Merseyside. Some of 


SECRETARY /SHORTHAND - TYPIST 
required by progressive A; in 
W.C.2 district. Five-day week. Hours, 
9-5.30. Scope for initiative. 

Box 8761 Ad. Weekly 180 Fleet St BC4 

TV SCRIPTWRITERS. If you believe 
you could write commercials we shall 
be glad to hear from you. 

Box 8726 Ad. Weekly so Fleet St BC4 

SECRETARY with aptitude for figures 
for London Advertisement Manager of 
trade publishers. "Phone Miss Beddows, 
Mayfair 1952. 

EXPERIENCED COPY CLERK re- 
quired for ‘‘Vanity Fair’ (gravure 
magazine). Write, stating details, to 
Advertisement Manager, 28-30 Gros- 
venor Gardens, § : 

FREE INTEREST. We need an Adver- 
tising Salesman for ex journal. 
The right man will get an interest free. 
Box 8482 Ad. Weekly 180 Fleet St BC4 

ASSISTANT ADVERTISEMENT MAN- 
AGER, aged 30-35, required by old- 
established trade iousnal. Must be a 
first-class Space-Salesman. Four-figure 
salary and obvious prospects for the 
right man. Applications will be treated 
as strictly confidential 
Box 8715 Ad. Weekly 180 Fleet St EC4 

EXCELLENT OPPORTUNITY for T 
Line Photographic Retoucher wi 
Acrograph experience. 
for Junior. Write or 
Byrne, Transatlantic News, 1 Dover 
Street, W.1, GRO 2313. 


CREATIVE 
COPYWRITER 


A man (or woman) with sound 
agency experience. Able to 
write convincingly and attrac- 
tively around his own and other 
people’s ideas, and produce 
reasonable scats—not finished 
layouts. 

This is a position with good 
es in a growing agency. 
uperannuation scheme. 

Write rene, experience, ac- 
counts you have worked on, 
age and salary required to : 


General Manage 
REX PUBLICITY SERVICE 
LIMITED, 


131-134, New Bond Street, 
London, W.!. 


CLASSIFIED ADVERTISEMENTS 


599 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACAN 


Artist 


Versatile and accomplished with 
Agenty experience required to work 
on variety of interesting and develop- 
ing National accounts. High salary 
to right man or woman. 


GOOD SITUATIONS VACANT 
AT A. & T. 


Copywriter 


We require a young copywriter who 
feels enthusiasm for good products 
and can ‘reveal it in straightiorward 
reporting of the benefits the products 
bring. Good salary. 


Visualiser 


A gifted visualiser would be worth 
his weight in gold (taken in suitable 


Applications in writing or by telephone to Managing Director 
AUGER & TURNER LIMITED 


LAYOUT MAN required by London 


Agency. Should be capable of quick, 
accurate visuals, finished layouts, have 
fair appreciation of typography and 
enthusiasm to produce the foundations 
for a wide variety of —e 
n int, ters, etc. 8 
salary will be eid to the man we 
want. A pension scheme is in force. 
Write in comtenee, we full Coup 
of oa ence and salary required, 
to The Sonctay, Roles & Parker Ltd., 
rary House, 65-66 Turnmill Street, 
EB.C.1. 


TECHNICAL WRITER 
Publications Dept. of large engi 
company for production of technic 


house organ, and to assist with litera- 
Good English and 
required sufficient 
and writing on 


ture generally. 
technical know’ 
for editing « 
mechanical 


and electrical subjects. 


Previous experience of similar work 
week West 
State age, present posi- 


essential. 
London area 
tion, experience and salary required, 
im confidence 


Five-day 


Box 8703 Ad. Weekly 180 Ficet St BC4 


required by 


TWO VACANCIES IN THE 


MEDIA DEPARTMENT 
OF 


PRITCHARD WOOD 
ASSISTANT 
to a SPACE BUYER 


The girl we want will bably be 
about 22 and she will have had at 
least 2 years’ experience in a Media 
Department an Advertising 
Agency. She will work on products 
which are of particular interest to 
women. 


ASSISTANT in the 
CINEMA SECTION 


We want a young man who has done 

his National Service. He should be 

methodical and accurate, and ex- 
lence in an Advertising Agency 
an advantage. 


Pleose write to H. C. Caffin, siving 
porticulers of experience, age 
salary a 


required. We work 5-day 
week ond we hove a Canteen 
(F.C, Pritchard Weed & Partners 


Limited, 
25, Savile Row, W.1 


Here is an excellent opportunity for a 
conscientious young man to become 


ASSISTANT 


ADVERTISING 
MANAGER 


LEADING SHOE MANUFACTURING 
GROUP, LONDON, W.!. 


Knowledge of print buying and pro- 
duction with substantial Agency or 
Advertising Dept. experience essential 


Rp ib, sek 


Write details of experience and salary 
expected to : 


Box 0747 
Advertiser's Weekly 180 Fleet St EC4 


ADVERTISEMENT REPRESENTA- 


TIVE, aged 22-25, 
London office of leading Scottish 
Newspaper Group. Write, giving par- 
ticulars of past experience, to 

Box 8763 Ad. Weekly 180 Fleet St BC4 


required for 


ASSISTANT TO 
ADVERTISING MANAGER 


Young man for Advertising De- 
partment of well-known Com- 
pany in Business Systems Field. 
D.A.A. student preferred. Age 
about 23-25. Write, giving full 
details of experience and capa- 
bilities, and indicate salary ex- 


Box 8762 
Advertiser's Weekly 160 Fleet St €C4 


COMPANY requires 
assistant for Publicity rtment to 
help with compilation an ducti 
of technical data sheets, man 

, etc. Must have ability te 
nglish and knowled, 
neering sufficient to wor 
initiative. Previous expe 


required, in confidence. 
Box 8702 Ad. Weekly 180 Pieet St BC4 


JUNIOR TYPOGRAPHER required for 
Studio of well-known, medium-size 
Agency. Interesti variety of work. 
Good prospects. 2. write, with 

rticulars, to 
8767 Ad. Weekly 180 Pleet St BC4 


TYPOGRAPHER/PRINTERS LAYOUTS 


Agency experienced man (or woman) 
required—aeble to prepare type 
mark-ups and adaptations press, 
periodicals and brochures. Good sense 
of layout essential. Phone for appoint- 


ARTIST 


wired for preparation of 
Technical Line Drawings. Call with 
Specimens at Personnel 


per Lid. Broad Lane, Tottenham, 


We now require « 


LETTERING ARTIST 


with some ability in general studio 
work. ‘Phone us for an appointment at: 
Hyde Park 5153, 
BAYLIS & ADAM, 
3, Dover Street, W.!. 


ADVERTISING MANAGER 


for med. size eng. firm producing printing m/cs. and machine 

tools. Applicants not older than a4 

have engineering or printing background. Capable of writing 

and layout tech, catalogues assisted by comm. artists ; super- 

vising press advertising through adv. agency. Very good = 

pects for energ. man with ideas capable of assuming responsi 
woul” training. State experience, age, 


after few 
writing to : 


Man. Dir., Funditor Ltd., 


3 Woodbridge Street, E.C.!. 


living near London should 


ility 
salary req. in 


CASTROL 
Oil COMPANY 
has an immediate vacancy 
for an experienced ad- 
vertising man (age 27-32) 
to control display publicity. 
The man chosen will also 
need to possess a good 
genoral knowledge of all 
other forms of publicity. 
Please write stating age, 
publicity experience and 
salary required to the 
Publicity Manager : 


C.C. Wakefield & Co. Ltd., 


%, Grosvenor Street. 
London, W.! 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


MASSEY-HARRIS- 
FERGUSON 
(MANUFACTURING) 
LIMITED, 


Moorfield Estate, 
Kilmarnock 


have vacancy for 
SENIOR TECHNICAL 
ILLUSTRATOR 


Applicant should be able to 
interpret Engineering Blue- 
prints for illustrating parts lists 
and instruction manuals. Only 
those with wide experience 
considered. 

Apply in writing to the 
PERSONNEL MANAGER, stat- 
ing age, qualifications, experi- 
ence and salary desired. 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


DO YOU WRITE 
A GOOD LETTER? 


Leading publishing house re- 
quires man—or woman—with 
experience of producing direct 
mail letters of the highest 
standard. Please send full de- 
tails of career, together with 
selection of specimens, to : 


Box 8768 
Advertiser's Weekly 180 Fleet St EC4 


FIRST-CLASS ARTIST WANTED. 


SALESMAN with proven record and 


established connections, ¢ on 
Advertising Managers of Brewers, Dis- 
tillers and Soft Drink Manufacturers, 
ques by first-class organisation. 
tantial salary, expense account and 
commission, plus « superannuation 
scheme, for men seeking a sound 
tion with a sound organisation. Terri- 
tories available, North, North Midland. 
Write fullest particulars in confidence 
to the Managing Director 
Bon 8738 Ad. Weekly 180 Fleet St BC4 


WANTED 


Group of artists working under 
one roof to assist established 
and expanding art service, High 
standard of lettering, retouching, 
figure work required. 


Box 8754 
Advertiser's Weekly 180 Fleet St EC4 


EXPERIENCED PRODUCTION MAN 


required for busy Advertisi 

ment of leading Business achines 
Manufacturer. Age 25-30. Work 
mainly production of leaflets, folders, 


Eratgerese. Layout ability essential. 
8 working congas pension 
to Box No. 10287, c/o Wee, Ue 
72-8 Fleet Street, London, F.C.4 


George Newnes Publicity 
Requires Top-Flight 


LAYOUT MAN 


Slick presentation roughs, with 
reasonable figure interpretation, 
for National Press campaigns and 
wide variety of publicity material. 
Agency experience and sound 
knowledge of typography essen- 
tial. Write, in full confidence, 
giving experience, age and salary 
required to the : 


Publicity Production Manager, 


GEORGE NEWNES, Led., 
Tower House, 


is available to 

good creative man capable ¥.$ high 

standard of rough and. fink art 

work in black and ‘white or 4 &, 
is wanted primarily as an artist 

in his own right, but would E ~ 1 

vise small studio. Plent 

congenial atmosphere. tPA IPA in Wc Cc. 

district.) Write, giving fullest details 

= age, previous experience and fm 


Box 8762 Ad. Weekly 180 Pleet St BC4 


age, ¢x- 
erase, 6 Ad. Weekly 180 Fleet St BC4 


RETOUCHING 
ARTISTS 


First-class Men required for 
London Studio. Applicants with 
experience of technical subjects 
preferred but not essential. Top 
salary and ideal conditions. Hours 
9~5.30 p.m., Monday to Friday. 
Write fully : 


Box 8753 
Advertiser's Weekly 180 Fleet St EC4 


required 


ADVERTISING EXECUTIVE 
direction of General Sales” Manager 


of General Sales Manager 

Must 7 arene of handling large 
appropriation in liaison with —_ 
creating ideas, copy, layouts, art- 
work, etc. Salary £1,000 ps. Com- 
.2. London. State 


details in confidence to 
Box 8764 Ad. Weekly 180 Pleet St BC4 


ADVERTISING 
MANAGER 


required by publ.< company manu- 
facturing domestic equipment. 
Successful applicant will, by reason 
of his previous all round ex- 
perience, be able to embrace all 
the functions of his appointment 
and will be expected to reside in 
the Midlands. Applications with 
full details please to Sales Director: 


Box 8769 
Advertiser's Weekly 180 Fleet St €C4 


SECRETARY/SHORTHAND TYPIST, 


25-30, required for responsible position 
in West End office of Advertising 
Agency. Previous Agency experience 
preferable. Apply, stating age, salary 
= dl and particulars of past 


experienc 
Box 8756 “Ad. Weekly 180 Fleet St BC4 


OPPORTUNITY IN 
SPACE PRODUCTION 


Agency experienced man (25-35) 
is needed to take charge of 
smali space production depart- 
ment handling a large number of 
advertisements. Should be 
energetic, a good *‘ chaser,’’ and 
be able where necessary to pro- 
duce own adaptations and 
mark-ups. 

Write, giving full details of 
experience and salary required to 


Box 8748 
Advertiser's Weekly 180 Fleet St EC4 


CREATIVE ADVERTISING 
ARTISTS LTD. 


experienced LAYOUT 
ARTIST with knowledge of typography, 


join a busy team working under 
excellent conditions. Salary according 
to qualifications, 


EXPERIENCED 


LAY yope sam. We don’t offer you a 


v " 
hibition display, write, oes age, 
experience, and salary uired 
Box 8758 Ad. Weekly 180 St BC4 


A FIRST-CLASS GENERAL 


with o Sel for layess somes i 

precrentve studio. Write, giving de- 
ard present salary 

bon 8520 Ad. Weekly 18 180 Fleet St BC4 

ARTIST 


(male) required for London Studio. 
Good | salary pleasant working 
conditions 

Box 8667 Ad. Weekly 180 Pieet St BC4 


SPPOINTMENTS VACANT 


SPACE 
SALESMAN 


Wanted by monthly trade journal 
(London). First-class prospects for 
man or woman with real selling ability. 
State experience and selling record in 
confidence. 

Box 8772 
Advertiser's Weekly 180 Fleet St EC4 


ASSISTANT opines in Advertisement 


Department of leading national weekly 
newspaper and monthly magazine. 
Applicants should be able to type and 
have good knowledge of make-up 
copy procedure. 
Write 

Box 8760 Ad. Weekly 180 Pleet St BCA 


TECHNICAL PUBLISHERS i 


mn London 
powe Assistant for Publicity and 
. Must be experienced in direct 
mail, preferably scientific and tech- 
nical. Experience of periodical 
an advantage. Write Getails of 
ence and peg re ge 
Box 8733 Ad eekly 180 Fleet St ECA 


LAYOUT ARTIST required ; a sound 


knowledge of typography, able to do 
first-class layouts with a knowled, 
reproduction and art work. 

tunity and prospects for the 
Fight person. Write 
Box 8658 Ad. Weekly 180 Fleet St BC4 


YOUNG ART STUDENT wanted before 


National Service. Good at engineer- 
ing drawing 
Box 8770 "ad. Weekly 180 Fleet St BC4 


WANTED, capable Secretary to organise 
office routine actical 


for group of impr 
Advertising Copywriters. Shorthand 
desirable, accurate typing essential. 
Hours 9 a.m.-5 p.m. ; no Saturdays ; 
canteen. State previous experience in 
application to 
Box 8765 Ad. Weekly 180 Fleet St BC4 


ILLUSTRATOR for Technical Publica- 


tions Department of large Electronic 
Company, North London. Experience 
of art work and circuit diagram pre- 
| a desirable. Excellent prospects. 


” Box 8757 Ad. Weekly 180 Pleet St BC4 
RETOUCHER, must be first-class man, 


fully experienced in colour and half- 
tone, mechanical and still life, ee 
by Studio in The Strand. 
Studio Director, CEN 8301. 


Publishing & Distributing Co. Ltd., 
167 Strand, W.C.2. (Tem 7595). 
Overseas newspaper representativesand 
London Office of Good Eating magazine 
have 2 staff vacancies :-— 

1. JUNIOR TYPIST under 2! 
2. SECRETARY under 26 


Interesting work corresponding with 
all countries, chance to use languages. 
Write stating age, salary required and 
previous experience. Personal to 
Managing Director. 


First-class well-established trade journal 
requires experienced man or woman. 
Unlimited scope; good remuneration 
and prospects. Write in strict con- 


APPOINTMENTS WANTED 


“HAND-PICKED” SECRETARIES 


relations experience. 
Box 8775 Ad. Weekly 180 Fleet St BC4 
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‘ : first-class production man to take ; 
; control of a number of accounts. : 
A Sound knowledge of process and 

r foundry work and previous Agency 

. ‘ work essential Top salary and ic 
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| so is aloe eae a 

- a i FF 
we available. The Wi re Agency, 67 

ie Wigmore St., W.1. HUNver 9951/2/3. 

oe Ee CREATIVE MAN of 24 offers sound 

eB pe &X-PUBLICIT ¥ epee of Depart- 

& most Store seeks position—preferably 

By — 5 iome Counties—where organising 

7 oy, Gast a BCA, ADVERTISEMENT ability and fertile ideas can be usefully 

ae MANAGER _ Box 8740 Ad. Weekly 180 Fleet St BCA 
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te DRIVE ia your Agency? Young mas 
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SerTeMBER. 16, 1954 


ADVERTISING MAN (38) seeks job. 
20 years y and Department ex- 
perience fer Manufacturing © ro 


=. —— England. Electrical 
| I ted Lond 
Bor #542 Ad, Weekly 180 Fleet St BCA | Ba caden 
a 


tunity for small 

PUBLICITY MANAGER. energetic, | Box 8675 Ad. Weekly 180 St BCA 
keen and with first-class experience in | - 

- -_—— seeks position with go ADVERTISING-PRINTING AGENCY 

| im Yorkshire city, established over 

quarter-century, can make contacts, 

— ee offer Northern 

jes. Write fully 


d company. 
= 8774 Ad. Weekly 180 Fleet St BC4 


TYPOGRAPHY AND TYPOGRAPHI- 


address, 


assist Art Director. } 
Bos 8776 Ad. Weskdy 189 Pies & BCS : 


LADY r 
Studio 


~~. a 
Box Bon ena he. Weekly aT) Fleet St BC4 


SPACE REPRESENTATIVE, London 
Ta Preferably | . Proposition wanted. 100 mile 
bor: | 


H 
Box 8777 Ad. Weekly 180 Fleet St BC4 Box 8547 Ad, Weekly 180 Fleet St BC4 


uires Clerical 


WELL-KNOWN 
ADVERTISING MANAGER 


seeks contact with manufacturer of speciality products where twenty 
years’ successful advertising experience can be used. Fully con- 
versant with modern merchandising and selling, can plan campaigns 
for trade and consumer for home and overseas ; able to integrate 
publicity with work of sales staff. Exceptional administrative and 
managerial ability. London or provinces. 


Box 8749, Advertiser’s Weekly, 180 Fleet Street,7 EC4 


‘CLASSIFIED ADVERTISEMENTS 


CAL DESIGN. Advertiser (male), 26, Box #744 Ad. Weekly 180 Fleet St BC4 ' 
desires change, ferably city area. | 
Eight years’ ray experience. Could a oy FIRM imerened in Dis | 


APPOINTMENTS WANTED | 


| ALWAYS ON TIME! Ex 


ADVERTISE WITH CRYSTAL 
PERSPEX RULERS 
Sess 
THE NORMOGRAPH CO. LTD. 
70, Princedale Rd., London, W.11. 
BAY 7222 


FREE LANCE SERVICES 


LAYOUT ARTIST (Ex. Fig.) specialises 
in folders and brochures, seeks com- 


ions 
Box 8549 Ad. Weekly 180 Fleet St BC4 
WRITE FOR DETAILS of my copy- 
writing service. Sales letters, booklets, 
etc., written to order on most subye cts 
Satisfaction or no fee, F. V . 
6 St. Paul's Road, Barking, Essex 
MAPS are our speciality 7. | 
Service, Compilers of 
Diagrams, 118 Old Chrisicnureh Road, 
Bournemouth. (B'mouth 
FREELANCE TECHIOCAL "ARTES 
with sound engineering know 


— telephone Ba 


rrington, 


ional ser- 
for small 
Advertisers. Satisfied 
client writes . nice to have such 
work coming in so promptly 
x 8778 Ad. Weekly 180 Pieet s. BC4 
TYPOGRAPHY SERVICE available for 
Print /Press Mark-ups and Adaptations. 
Box 8746 Ad. Weekly 180 Fleet St BC4 
SALES LETTERS—the persuasive kind. 
Carefully written to do a real selling 
. You'll be delighted! 
8779 Ad. Weekly 180 Pleet St BC4 


vice in ideas, layout, artwor 
Publishers and | 


BUSINESS OPPORTUNITIES | MISCELLANEOUS | 


COURSES 


ADVERTISER'S WEEKLY 


PRINTERS 


BROCHURES, 
LEAFLETS, 
Exquisite Work, Quickly 


ARNOTT PRODUCTIONS 
SUN ST., HITCHIN. Tei. 300 


SERVICE TO PRINT BUYERS ! 
Our facilities in typesetting, lette 
machining, binding and direct meling 
will more than recompense 

interest in sending us an — 


LINCOLNSHIRE CHRONICLE 
General Pri 
Waterside North, Lincoin 
Telephone : Lincoln 666 


SALES AND WANTS 


“ADVERTISER'S ANNUAL” 1953 OR 
wanted now Glendining, Sle 
Beil Street, Henley-on-Thames 
ADDRESSOGRAPH FRAMES for sale 
55s. per 1,000; also Cabinets M.S.S. 
49 Tattenham Grove, Epsom 


COURSES 
CLASSES 


in preparation for the Diploma of the 

Advertising Association are held at the 

— for the Distributive Trades, 

107 Charing Cross Road, > 

Particluers of these 
on 


a4) 


AM A MAN OF 40! 


I want—and deserve—the biggest job 
in the advertising and publicity field. 

This is no pipe-dream. My career 
gives conclusive proof of my creative 
ability and general top executive experi- 
ence. I am now, as they say, gainfully 
employed, but could be available— 
here or abroad—at fairly short notice. 


Because I am well known I prefer 
the anonymity of a 


BOX 8723 


Advertiser's Weekly 180 Fleet Street EC4 


LONDON COUNTY COUNCIL 


Evening classes preparing students for the Diploma 
of the Advertising Association are held at:— 


Catford College of Commerce, 
Rushey Green School, 
Plassey Road, Rushey Green, S.E.6. 


City of London College, 


Moorgate, E.C.2. 


Clapham Junction College of Commerce, 
Plough Road, St. John’s Hill, 8.W.11. 


College for the Distributive Trades, 
107, Charing Cross Road, W.C.2. 


North Western Polytechnic, 
Prince of Wales Roac, N.W.5. 


Classes commence Monday, 27th September, en- 
rolment as from 20th September. 


Copy of Prospectuses may be obtained from the 
Principals at the Colleges. (1028) 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


Advertiser's 
ero Weekly 


S55/- (overseas) 


STOP PRESS 


J. ARTHUR RANK ON 


THE MUNICIPAL JOURNAL | scnten apveatisine 


Your introduction to the largest 

purchasing unit in the world is by 

way of an advertisement aimed at 

the 2,032 local authorities in the 
United Kingdom. 


£1,500,000,000 per annum The dispute between the “Daily 


Sketch” and Natsopa over the print- 


is spent on essential goods 
and services by their officers “about 900,000." A’ big: promotion 
who all read the ‘ Municipal 

Journal’ and ‘ Municipal ’ pono gee 


EXHIBITION 
Engineering ’ 15-20 MOV. 1954 


MUNICIPAL ENGINEERING 
3/4, Clement’s Inn, W.C.2. 


~ Published by the Proprictors, BUSINESS PUBLICATIONS Lid, at ther off | (0 Pieet Street, London, E.C.4. (Phone: Chancery 8844.) _ 
September 16, 1954. Printed in England by St. lement “ress « ‘ortugal St.. Kingsway, London, W.C.2. 
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7 for annual meeting next month, 4 | 
ae refers to appointment of G. A. = 
ay Holdsworth as managing director of si 
2 Theatre Publicity Ltd. Langford & Se cach 
ry Co., and Screen Audiences Ltd. He sar 
vee: states: “I am now satisfied with the “ 
eS management of this important part 4 
Es of the organisation.” bs 
eer He continues: “I believe the aii: 
ae screen is a most powerful advertis- . 
* ne ay yh Te ; 
By put to maximum use. —- hehe 
oe the year we have been glad to w Se 
#i come many advertisers who have va 
ca not used the medium previously. are 
i The special considerations of ‘cap- 
é tive’ audiences presents special . 9 
> | advertising problems peculiar to that = 
aes medium alone. We are very con- : 
J scious of these problems and con- . 4 
x tinue to give them, with our adyer- 4 
F had Eg 
aa = statement will be co 74 
ar. at annual meeting on y, B 
ete October 8. 4 
= r mg oO € unior Sketc is to af 
te considered by a joint committee. 
“aie The second issue of “Junior ; 
i Mirror” sold 1.465.000 copies. com. : 
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~ BR. 
Be vision Audience Measurement Ltd. a 
Ra (TAM), formed to develop system ee 
ae “I y+ commercial television aaa 
ae iences by methods acceptable to a 
By both users and providers of new ; 
a service. =< 
deg se: 
eae? Harold Keeble is appointed direc. Ti 
: i tor of publications for Beaverbrook ~ 
ee Newspapers Lid. He is to have 5 
eee. control of various plans for expan- a 
-_ sion now being developed by the 
+ group. During past two and a half 3 
~ years he has been editor of “Sunday F 
Shere Express,” and was previously for six ae 
So ois ears assistant editor of the “Daily 2 
| EO Express.” 2 
ae eee 
Se M. J Zadok, the - 
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